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50< per copy« $ 8 per year 



fr how von count the audience . . . the Xo. 1 station is 



►ERSHlP UNE-UP; 
iCE — HOOPER 

pre of audience, 7 a.m. -6 p.m; 
June-July, 1955 

VCE— PULSE 

pre of audience, 6 a.m-.6 p. 
W ^arch-April. 1955 




10,000 WATTS, 710 KC 

Buying radio in Kansas *'ity is practically oil i 1 ■ 1 's play tnd.n, ln'i'inne 
Hooper and J'ulse are unanimous in their rating of WHI1 as the station 
with the biggest audieiu-e. (,AH-day averages as high as 45.1% . 
This is what Mid-Continent programming, ideas and excitement 
have achieved for Willi! The same programming, ideas and excite- 
meut can achieve leadership t'or you. Talk to the man from Blair 
or Will! General Manager George W. Armstrong. 



'•-CONTINENT BROADCASTING COMPANY 

President: Todd Ston 




s 



WTIX, New Orleans 

Represented by 
Adam J. Young, Jr. 



KOWH, Omaha 
Represented by 
H-R Reps., Inc. 



WHB, Kansas City 

Represented by 
John Blair & Co. 



CANADIAN RADIO 
WB TV: 1955 

page 51 I' 
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Now in operation! 




CHANNEL 8 

with the basic 




PETERSBURG and CENTRAL VIRGINIA 

The rich market of Richmond, Petersburg, and Central 
Virginia gets a great new TV station! WXEX-TV has 

MAXIMUM POWER -316 KW 
MAXIMUM TOWER HEIGHT- 



1049 ft. above sea level 

943 ft. above average terrain — 100 ft. higher 

than any station in the Richmond market. 



CHOICE AVAILABILITIES NOW 

but they're going fast! See your Forjoe man! 




NBC mulling 
night "Monitor" 



New "coverage 
muddle" coming? 



Payment on all 
W re-runs now 



fTN sport shows 
t® continue 



Metro's movie 
plug deal 



Spot tv $ 
figures on way 



NBC plans for "Monitor" are even broader than press reports indicate. 
With well over §2 million in gross billings already recorded, NBC 
Radio is mulling over 15 hours or more of nighttime weekday "Monitor. 1 
Already reported are NBC plans for daytime weekday. Thus, total 
weekly hours proposed for "Monitor" came to over 90. Weekday "Moni- 
tor" still awaits affiliates* okay. Big operators are understood to 
be opposed to any "Monitor" extension. 

-SR- 

Tv research runs to extremes. For nearly 3 seasons, admen have strug- 
gled with lack of up-to-date information on set counts, tv coverage 
and circulation. Last major checkup was NCS in spring 1952. Now, 4 
studies are in offing — ARB, NCS, Statistical Tabulating, NARTB's 
"Cawl Project." Admen anticipate confusion if plans go through— 
and if figures don't agree (story page 39). 

-SR- 

Some, but not all, network tv film shows will go up in price as re- 
sult of settlement between Screen Actors Guild and film producers 
of recent strike last Tuesday. Details of final settlement were 
still being hammered out as SPONSOR went to press, but it was clear 
that day when producer of network film show made his annual profit 
on summer re-run, when talent wasn't paid, is over. First rerun may 
cost some 35% of price paid talent on initial showing. Producer in 
such fix will have to hike costs to allow profit. 

-SR- 

While Du Mont tv network was put on shelf by revamping of Du Mont 
Labs capital structure and operations, profitable elements of web op- 
eration will continue . These include Monday night boxing, weekend 
pro football shows. Continuance of these is reason why there was no 
specific mention of ending DTN as an organization. However, new 
Du Mont Broadcasting Corp. (if stockholders approve revamping) will 
concentrate on local station operation. 

-SR- 

Tv staff for new "M-G-M Parade" series, budgeted at weekly tab of 
$45,000, is not from feature production teams at Metro lot. Group 
is headed by studio's radio-tv publicity chief, and staffers are all 
on loan from studio's trailer depart ment. Use of network tv shows 
to hoopla Hollywood was blasted this month by film maker Fred Ziv 
who termed tv output of majors as "cheap by-product." 

-SR- 

Look for announcement soon that spot television dollar spending by 
companies will be made public, either on quarterly or annual basis. 

(For background see "Let's bring spot spending out in the open," 

SPONSOR, 25 July 1955, page 25.) 
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MI IMHtT TO SPONSORS for 22 August 1055 



Color plans for 
CBS TV revealed 



Tv-to-radio is a 
reverse switch 



"Home" is hit 
with homemakers 



Storer reappoints 
Katz Agency 



How long to 
run a jingle? 



More teeth for 
Tv Code? 



Two big show series will be in color on CBS TV this fall. Season 
will start with bang on 24 September with 90-minute "spectacular," 
NBC-style, starring Judy Garland and sponsored by Ford. On 6 Octo- 
ber, automaker Chrysler returns with color "Shower of Stars." 

-SR- 

Reversing trend of earliest tv days, growing number of videoshows 
are now on radio as well. Latest is Revlon's highly successful 
"$64,000 Question," a tv starter due to air on CBS Radio as a simul- 
cast in September. Others in which tape of tv sound track is now 
aired on senior medium: "Two For the Money" and "Face the Nation" on 
CBS; Pabst Wednesday fights and "Life Is Worth Living" on ABC; "Meet 
The Press" and "Youth Wants To Know" on NBC. ABC TVs "Rin Tin Tin" 
now has radio version on Mutual. Surviving originally-radio simul- 
casts: Two Godfrey shows, "Voice of Firestone." 

-SR- 

NBC TV participation daytimer, "Home," is already near top as chief 
"source of homemaking information and ideas in urban U.S." New net- 
work study shows "Home" is out-ranked narrowly only by "Better Homes 
& Gardens." Magazine is 33 years old, and "Home" was less than one 
year old at time of study. 

-SR- 

Reappointment of Katz Agency as national rep for 6 tv and 6 radio 
stations of Storer Broadcasting Co. on 5-year contract is indication 
of Storer 's belief in importance of national representative system 
in face of considerable speculation. Of all group ownership firms, 
Storer, with fully staffed offices in key cities, under direction 
of New York v. p. Tom Harker, is best equipped to develop own national 
sales setup if so minded. Remaining Storer stations are repped by 
Blair and NBC Spot Sales. 

-SR- 

How long can a jingle run? Endlessly, if it's right to begin with, 
SPONSOR found in survey of jingle craftsmen, admen and accounts using 
them. Experts advise testing jingles on groups within agency and 
company to avoid purely personal bias. Kenyon & Eckhardt goes to 
lengths of having several creative teams — and outside writers — whip- 
ping up as many as 30 jingles, then enlisting research outfit to help 
winnow group down to final selection. (See "How long before a radio 
jingle jangles?" page 42 of this issue). 

-SR- 

Admen say "no" to question posed in current SPONSOR panel feature 
(see page 82) "Does the Tv Code need more teeth in it?" Edwin R. 
Rooney Jr., producer-director, Ruthrauff & Ryan; William P. Warwick, 
radio-tv director, Warwick & Legler ; and Don Blauhut , radio-tv direc- 
tor, Edward Kletter Assoc., concur that code is fine as is. Dis- 
senting voice is that of Jay Nelson Tuck, "N.Y. Post" radio-tv 
columnist, who claims code has no teeth, is violated "frequently 
and flagrantly." 

(Sponsor Reports continues page 131) 



I 

J 



2 



SPONSOR 



Largest Rating Increase 
of any station in Philadelphia* 



More Local Advertisers 
than any station in Philadelphia** 

Largest Out-Of-Home Listening 
of any station in Philadelphia* 



'Pulse March-April. 1951 
March-April, 1955 
** Source B.A.R. Inc. 

Represented Nationally by Gill-Perna 
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advertisers use 



ARTICLES 



Too in (i hi/ tv "set count" surveys'] 

If present plans go according to schedule, there will be five different surveys 
launched to determine national set count, four on station coverage 



How long before your jingle jangles 

Some sponsors have felt that jingles are overused as advertising tools. 
SPONSOR presents views of admen long experienced with jingles and proof 
of their effectiveness. Rules are laid out for the best results from jingles 

Are sponsors dropping the axe too fast? 

Admen think not, say that after just a few telecasts it's possible to tell whether 
your show is a hit or a flop. High cost of tv males it necessary to decide fast 

Animal soaper pinpoints Puss *ti Boots prospects 

How can you use a mass media like network radio to reach a small segment of 
the population.? This W. Coast cat food manufacturer used limited-appeal serial 

Chunky goes national on 100% tv diet 

From bankruptcy to $5 million in sales in five years is the story of Chunky 
Chocolate's experience with tv. Kid shows with integrated commercials did it 

CANADIAN RAD IO AND TV: 1955 
J. Canatla: the boom resumes 

Though the Canadian econony is on the way up again, not all sales are increasing 
at the same rate. Advertisers can do better with their sales in certain markets 

2. Canadian radio: daytime is hot 

There is a trend towards more buying of spot saturation announcement pack- 
ages. Programing is being revamped as tv starts to loom on the horizon 

3. Canadian tv: 50% saturation by end of 1055 

Number of tv stations has nearly doubled in past year, but tv time is still hard to 
get due to the government's policy of allowing only one station per market 

4. Canadian radio tacts 

How many radios are in the Canadian home? How do the provinces compare as 
to multi-set homes? Chart gives information at a glance for all 10 provinces 




Canatlian television facts 



Listings of all Canadian tv stations together with a price guide provide adver- 
tisers with an Over-all picture of tv potential. Reps for each station are given 



COMING 



Win I the 2U-weeh tv test meant to B&1I 

SPONSOR analyzes the recently completed 26-week tv market test as it appears 
to the company, broker, new ad agency, station and test area super markets 

You c«n get "tear sheets" in radio 

Kansas City agency, R. J. Potts-Calkins & Holden, monitors spot radio cam- 
paigns by tape, insures sponsors of correct time, delivery, sharpens radio stations 
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MERCHANDISING TOO! 



1. Movie Trailer* in Theatres 3. Direct Mail to Retail Trade 

2. Taxi-Cab 4, Point of Purchase promotion 
5. Direct contact with trade by personalities 

ALL AT NO EXTRA COST! 



Richard Bott 
Station Manager 



Represented Nationally by 
Stars National Inc. 



JLon get a whale of a lot of ( -oiu cut rat ion 
when yon put tliis charmed YVCJiS circle 
to work for you. Their area of concent rut ion 
carries them far beyond studio confines... 
to local supermarkets, to client sales meetings, 
to high school dances and parent-teacher 
meetings. And everywhere they go, they're 
constantly making new friends, building 
bigger audiences. 

All of which really pays off: WCBS Radio 
consistently places more programs on the list 
of Top Ten local daytime participating 
shows than all the other New York net work 
stations combined. 

They're a dedicated group of performers... 
realistically dedicated to selling the products 
you advertise. Try concentrating your 
advertising with these nationally-known local 
personalities . . . and let them concentrate 
their selling efforts on you. Call CBS 
Radio Spot Sales or Henry Unteruieyer at 

SS> -it^J3L Mm£ JL.^C9 Si-w York 

Sri ruber' Oar Station in the S umber tine Market 
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NOW FRESNO'S #1 
RADIO STATION 

One year ago, Conlan's 
annual Fresno survey showed 
KBIF the #6 station. Summer 
1955 .. . Conlan proves 



KBIF . . . most popular of 
all seven stations. Today 
KBIF holds one-fourth of the 
morning audience... one-fifth 
of the afternoon and evening 
tune-in... 22.1% average 
sunrise-to-sunset. The next 
three stations cluster at 16%; 
the other three, lower. 

Fresno Radio reveals a NEW 
LOOK with NEW KBIF: 

"PROGRAMMING centered 
on The Big Four Disc 
Jockeys— Dave Maxwell, Bill 
Barnard, Bob Ulrich, Jim 
Bailey— with "Music You Like, 
and Just Enough News, 
All Day Long'.' 

STUDIOS moved to lobby 
floor of Hotel Californian, 
center of Fresno business 
and social life. 

-TOWER... 400-foot 

center-loaded, output upped 
20%, with transmitter 
moved to Fresno site of top 
conductivity. 

COVERAGE of over a 
million people in eight rich 
San Joaquin Valley Counties. 

PROMOTION in outdoor 
spectaculars, newspapers, 
theatres, on-the-air. 

Check your KBIF or Robert 
Meeker contact for the full 
story on the hlEW KBIF. 






Dorothy ffuiifet/, MacManus, John & Adams, 
New York, is on the phone all day these days with 
Daylight Saving problems. "Obviously, you can't 
expect uniform time all over the country," she 
concedes, "but it would help if areas went on and 
off DST at the same time. With the irregular pattern 
initiated this year, timebuyers cant get a picture 
of the program schedules various stations will carry 
in October and November. There's extra reshuffling 
and extra clerical work involved in realigning 
times and adjacencies." And, she adds, it raises 
havoc with clients who want to inform local dealers 
of their schedules for the sake of merchandising 
tie-ins. "The shuffling around of network shows puts 
spot schedules way out of line. And many 
network clients haven't decided yet whether to 
stay live or to go on kine" 



Jeane Jfiffe, Lennen & Newell, New York, feels 
that iveekend radio has become a new medium, over 
the past few months. "Even before NBC Radio 
began broadcasting Monitor," Jeane explains, 
"new concepts of weekend radio programing were 
changing the program structure of many stations. 
It isn't only that there's more news coverage, a 
greater emphasis on service programing and music 
on weekends, but the nature of the newscasts 
has changed radically, to take advantage of radio's 
ability to be on the spot when local news events 
occur. In buying radio today, we're looking at it 
as the new and changing medium it is." 



Thomas J. Tifson, Ted Bates, New York, 
believes that daytime radio is among the "best ways' 
of reaching the housewife." The results of a radio 
campaign, says he, depend largely upon the buyer's 
ability to key the schedule to the client's specific 
needs. "I firmly believe that I'll reach more 
people with a greater frequency over a period of 
four weeks, if I buy a strip of high-rated an- 
nouncements, rather than scattering the same number 
of announcements throughout the day," says he. 
"Suppose, for example, that I can buy five an- 
nouncements across-the-board at noon at a 5.0 
rating. Well, I'll reach more different people with 
that schedule over a period of four weeks, 
a higher cumulative audience, than I could by 
taking scattered lower-rated announcements." 
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FRESNO'S GREATEST INIEPENDINT 

300 kilocycles If D I L 
1000 watts IV D I I 

JOHN POdLE BROADCASTING COMPANY 
General Offices Californian Hotel 

Fresno, Calif. • Telephone:' Fresno 6-0791 



telephoned tlve other day to say she saw 
people doing, things on WCCO-TV all the time.; 
This she liked, especially since they all looked 
and talked straight at her. But what had her 
worried was this: Could the people on WCCO- 
TV look through something and see her doing 
things at home? 

Mo ma'am, we told her, go right ahead and 
relax. Take off your shoes, and watch WCCO- 
TV, confident of your. privacy. 

If we cbuld look through something into 



her living room, we'd he peering into a heck 
of a lot of homes. 

Because we look more Twin Citv and 
Northwest viewers straight in the eye than am 
other TV station in this market — bv an aver- 
age of 28,000 more people every minute, day 
and night. Month after month after month. 

You can look at these figures yourself. 
Just ask Free and Peters for the undraped 
rating story in the Twin Cities. 



The other member of ihc family 
Minneapolis— Si. Paul 
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/V THE HARVEST 
/V\ STARTS NEXT 
/ > MONTH 

r . In 






the Apple Capital 
of the World 

The dollar value of the 
Washington State apple crop 
exceeds that of the California 
orange . . . and more apples 
are grown in the Wenatchee 
area than any other spot in 
the world! This crop, plus 
thriving industries, plus 
brand new farm development 
due to the Columbia River 
dam system, gives us a per 
capita income 16% above 
national average, and sales 
performance 160% above 
national average. . . . IN A 
CAPTIVE MARKET SUR- 
ROUNDED BY 7000 TO 
9000 FT. MOUNTAINS, 
WITH NO OUTSIDE 
RADIO OR TV PENETRA- 
TION. Get your bite of this 

I apple with KPQ, in the 
niddle of Washington State. 





5000 WATT: 
560 11 
WENATCHEE 
WASHINGTON 



REGIONAL REPRESENTATIVES 
Moore and Lund, Seattle, Woih 

NATIONAL REPRESENTATIVES 

Forioe and Co., Incorporated 

(One of the BIG 6 Forjoe represented stations of Washing- 
ton State) 




by Bob Foreman 

Off-beat shows can he $2 million gamble 

The smart money boys have already figured out the odds 
on going for The $64,000 Question just as they can tell you, 
to the decimal point, what your chances are of winning in the 
Irish Sweepstakes. I would he grateful indeed if they would 
put their talents to the gamble faced by a network television 
advertiser of coming up with a show that (a) rates satisfac- 
torily, (b) sells the product sufficiently, (c) insures some 
degree of longevity. The figures might be quite frightening, 
for even those as un-mathematical as I know what a long shot 
any new show is. 

The columnists and other thought-provokers in our midst 
are constantly twitting advertisers and their agencies for 
reluctance to try something off-beat, and, by the same token, 
their predilection for carbon copies (attempted, at least) of 
what already is paying off in the medium. 

It is all very nice that daring concepts be proposed by these 
critics and the other left fielders who risk neither their own 
money nor the losing of an account. But their opinions will 
hardly become a motivating force. 

This treatise today, however, is not intended as a defence 
of the stereotyped nor a brickbat for the free-thinkers. It is 
merely an effort to point out what a long-odds deal any buy 
is today in the medium of network television and why it » 
fairly safe to expect such "new" shows as the $65,000 Qu0m 
tion and / Led Four Lives to be the order of the day. 

What happens when you take a "different"' tack? LePs 
suppose you put your dough on a little crewcut comic who 
has kicked around night clubs for a number of years and 
shown singular lack of success here and there. Perhaps be 
does turn out to be a George Gobel. But for the one real 
George the number that are less than this — whether the cause 
is poor writing, a weak time-spot, lack of station clearances? 
or well-entrenched competition — i> a deterrent to the most 
courageous of admen. 

Remember that this gamble taken in behalf of some com- 
pany will probably entail a firm commitment of two million 
dollars (on alternate weeks — well over three million for 
52 weeks) and no one is so unpleasant to live with as an, 
advertiser locked in to a long-term show who then discovers 
that his opus is less than great. As the months wear on, the 
agency-advertiser relationship is bound to be come touchy un- 

(Please turn to page 80) 
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sponsor: 




the air . . . 



SEPTEMBER 




CHANNEL 





The ONLY low channel, the ONLY 

MAXIMUM POWER station serving 

E. TEXAS — N. LOUISIANA — 

S. ARKANSAS. 

VIDEO . . . 100,000 watts 

AUDIO . . . 69,800 watts 

TOWER . . . 1,403 feet above sea level 

It's a BILLION DOLLAR MARKET!* 
. . . 1,351,700 Population* 
. . . 151,941 TV Setsf 

J SM +RETMA 



E. NEWTON WRAY 
Preiident and General Manager 



KTBSfy 




CHAN 



NEL ^ 



Nationally Xepresenttd by tdward Pttry & Company 



SHREVEPORT, LA. 



AUZ'JST "955 
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MONITOR, NBC's new radio pattern, showed such tremendous potential that advertisers inv< 
over $1,500,000 before its premiere. 

Now, after 6 weeks of broadcasting, the MONITOR story can be told in hard facts, 

MONITOR programming attracts a big cumulative audience ,, .fast! With 15 participations sp 
over a weekend, an advertiser reaches 3,670,000 different homes , t » reaches them at thea'« 
of 367 unduplicated homes per dollar.* 

MONITOR gives its sponsors more homes per dollar than any weekend sponsor on tree seM 
network. If weekend radio advertisers sponsoring conventional-type programs on the oextei- 
work were to invest comparable sums in MONITOR, here's what they would get: 





iP'NSOR 


LENGTH 


Current Show on 2nd Network 
COST DIFF. HOMES REACHED 


Same Money Invested in MONITOR 

DIFF. HOMES REACHED GAIN 


A 


60 Min. 


$22,800 917,000 


4,130,000 


350% 


B 


30 Min. 


11,300 1,055,000 


3,670,000 


248% 


r» 
s» 


15 Min. 


7,600 1,192,000 


3,120,000 


165% 



r> is without counting MONITOR'S huge bonus audience listening to car radios and portables. 
I Dec'ial Advertest survey of car-riders during the last July weekend showed that more listeners 
me tuned to NBC than to all other networks combined. 



Kfjch greater audiences with your advertising dollar by switching to radio's future pattern. 
«vl NITOR is virtually sold out for the coming Labor Day weekend, but other choice weekend 
rj is still available. Call your NBC Representative today. 



"Nielsen Special Report, covering 2 weeks ending June 25. 



WON IT 

Exciting things arc happening on the l^j|l][H RADIO NETWORK 





a service of 



now tied together! 



71 m\ 



to better serve YOU 




380 Madison Ave. 
New York 17, N. Y. 
Oxford 7-3120 



35 E. Wocker Drive 
Chicogo I , Illinois 
RAndolph 6-6431 



Horold lindley. Vice Pres. 
6253 Hollywood Boulevord 
Hollywood 28, Cohfarnia. 
Hollywood 2-6453 



Jomes Alsoough, Mgr. Clorke R. Brawn, Mgr. Bill McRoe, Mgr. Jack Lee. Mgr. 

155 Montgomery Street 452 Rio Gronde Natianol Bldg. 1 01 Monetta Street Building 520 Lovett Boulevord 
Son Froncisco, Californio Dollas. Texas Atlanto, Georgio Room Na. 1 D 

Rondolph 5149 Cyoress 7797 Houston, Texas 

Justin 1601 
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arev MADISON 

^o.Naoa invties letters to the editor. 
Address 40 E. 49 St., New York 17. 

ENTERTAINMENT SELL 

After long da\s of sweating out re- 
ceipt of my copy of the 25 July issue 
containing the Xoble-Dury television 
commercial story (interspersed with 
calls from New York friends, all of 
whom had read the story and were 
quite impressed), my only comment 
is — it was worth it. 

Miles David and Al Jaffe have dune 
an outstanding job — and the layout is 
one of the best I have seen. The ston 
Jias that SPONSOR "feel" about it, and 
certainly no higher praise could be 
devised. Thanks so much for continu- 
ing to publish a magazine that is a 
credit to the advertising business, 
Bill Graham 
Vice President 
i\ oble-Dury & Assoc 
Nashville 



The article in the 25 July sponsor, 
"Can commercials entertain and sell?" , 
is the best I've seen on the subject. I'd 
'ike to send this to several national ad- 
vertisers who use tv among other me- 
dia. I'm enclosing SI. 00 for either re- 
prints of the article or a couple of the 
magazines. 

We have something that may be of 
interest to your agency readers. I have 
fpplied for a patent on a new method 
of showing sound films, both for tv and 
film producer or agency use. It elimr- 
nates the costly and time-consuming 
answer print stage in film productions 
an aid to cutting producer costs. It is 
also a low-cost method for agencies to 
make rough story boards on film, with 
synchronized sound. If anv agency is 
interested. I'll be glad to provide fur- 
ther details. 

James G. Gallagher 
Gallagher Films. 
Green Bay. Wis,. 



STORY BEHIND THE PICTURE 

I enjoyed the picture of Frank Sil- 
vernail. "the happy timebuyer,'' in 
\our 27 June timebuyer story. But 
there's a story behind this picture, and 
here's what you missed. 

After a full staff meetins a few 
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Pacific Coast Advertisers 




REACH 
MORE 



people with the 
Columbia Pacific Radio 
Network than with any 
other Coast network. 

For the very good reason 
that CPRN delivers 
the largest audiences 
by far.... 

32% more radio families 
than the second 
regional network. 

For availabilities, 
please call CPRN 
or CBS Radio Spot Sales 

COLUMBIA PACIFIC 

The West's Most Powerful 

RADIO NETWORK 





first choice 



in the 



Columbus Market 



months ago, I felt 1 had not gotten 
across to the staff the importance of 
their relationships with our sellins 
staff and with timehuyers. So. on mv 
next trip to New York. I took along 
my Rolleiflex and systematically made 
pictures of the network people and 
timehuyers with whom we have regu- 
lar contact. The idea was that 1 would 
have all of these pictures printed and 
displayed so that all inemhers of our 
staff could see whom they were writing 
and talking to. It would not be quite 
as helpful as a personal visit, but then 
Kansas is quite a way from New York. 

Of course, Frank Silvernail was a 
'"must" on my list. 1 phoned and said 
I would like to see him for a couple 
of minutes. He was busy but said he 
would see ine, as I knew he would. He 
hasn't refused to see me in about 20 
\ears, but 1 knew the moment 1 walked 





Frank Silvernail in picture by Howard Petersen 

in bis office that he was in no mood for* 
lengthy business. He was very busy, 
so I said, "Hello, Frank.'' climbed up 
on the chair and took the picture used 
by SPONSOR. Frank said. "What's it 
for?", and I answered. "To frighten 
in\ staff into being accurate so they 
do not cause timehuyers any trouble."' 
That's how the picture was taken 
and our staff got a tremendous bang 
out of it. All of the photographs were 
displaved with a brief caption of who' 
the\ were and what they did. The 
whole idea was resultful in that it 
changed names into familiar faces, 
with much improved business rela« 
tionships. 

Howard 0. Peterson 
General Manager 
KTVH 

Hutchinson, Kansas 

• Allow* picture of Frank Sil*. email ran with 
article "Tip*, on I iniehuy intz from 6 \eteran huy- 
! er»." SPONSOR 27 Junr 1955. It carried this 
t€»n*nie-in-chcck caption: "1. So you misled the 
*pot. 2. I knot* market** are people. 3. I'm 
happy about the result*.. 1. I do nut pose for 
Alka Seltzer pictures. 5. I think reps are fine. * 

(Please turn to page 1151 
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20 top 
pulse 
rated 
programs 




ASK 

JOHN BLAIR 

CBS for CENTRAL OHIO 



radio 

COLUMBUS, OHIO 






Chicks have been the Hill Hatchery's busi- 
ness for years! And for years KFAB has 
made Hill Hatchery's CHICKS their busi- 
ness! As Hill Hatchery's President, Roscoe 
Hill, points out, "Hill Hatchery was pio- 
neering in the hatchery business at the time KFAB 
was pioneering in the radio business." Together 
they grew up and prospered . . . together they 
learned the power of low cost selling on KFAB. 

FACING THE FACTS this month with ROSCOE HILL 
of HILL HATCHERY, Lincoln, Nebraska, is some- 
thing we are mighty proud to do. As a radio pio- 
neer, KFAB has worked with many pioneering 
firms — building extra sales, extra profits through 
effective advertising. If you are interested in build- 
ing sales, maintaining sales, you'll find the sure 
way to do it, at low cost, is to use KFAB. 

Face the Facts on your sales chart now. Then face 
the facts concerning results that KFAB can deliver 
for you. A Free & Peters man will be glad to give 
you all the facts you need. Or, get "face the facts" 
data from General Manager Harry Burke. 
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OmfiMI HBC RJDI 



Big Mike is the physical trademark of KFAB — Nebraska's most listened-to-station 
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. the perfect family entertainment 

(The New York Times, August IS, mjl 




f 



The New York Times said it eight years ago, 
and it is just as true today in syndicated 
television as it was then of the motion picture 
version. On stage, in print, on the screen or 
i On television . , , Life with Father is "perfect 
family entertainment." And now, for the 
first time, it's available to all stations for 
local or regional sponsorship, on a syndicated 
basis. . . through CBS Television Film Sales. 
Probably the best-known dramatic property 
of modern times, Father needs no pearly- 
worded description. A few capsule statistics 
tell its story. It was the longest-running play 
in Broadway history, grossing close to 
$10,000,000 in 3,224 performances. The movie 
grossed another $6,250,000. The book sold 
more than 2,000,000 copies. And Life with 
Father on the CBS Television Network played 
to an average of more than 8,000,000 people 
per broadcast during the past season !* 
Starring Leon Ames and Lurene Tuttle, Life 
with Father is a prestige-packed syndicated 
film series suitable for almost any time period 
and any sponsor. . . in fact, the perfect vehicle 
for selling the families in your sales areas. 
Get details from . . . 

CBS Television Film Sales, Inc. 



AV m • York 
Chicago 
Los A ngrfes 
Detroit 

San Francisco 
Boston 
St. Louis 
Dallas 
Atlanta 
In Canada: 
S. IV. Caldwell, 
Ltd., Toronto 
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lookin' fer kiweracfe 

look to wfmy-tv! 

Davy Crockett's big business in the Prosperous Piedmont section 
of North Carolina and Virginia. Include WFMY-TV in your schedule 
and your product will be big business here, too. 

With nearly six years TV selling experience — plus CBS (basic) 
network programming — WFMY-TV "puts over" your sales story fast 
to some 2 million people in the Prosperous Piedmont. 

Telecasting with full 100,000 watts power to this 46 county indus- 
trial area of the South, WFMY-TV completely covers this entire $2.3 
billion market. 

To get Crockett-like sales in the Prosperous Piedmont, call your 
H-R-P man today. 




uifmy-tv 




Now In Our 
Sixth Year 



GREENSBORO, N . C . 

Represented by 
Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Francisco 
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1. New on Radio Networks 



SPONSOR 




AGENCY 




STATIONS 


PROGRAM, time, start, duration 




Hazel Bishop, NY 




Raymond Spcctor, 


NY 


CBS 


144 


Brighter Day. M, W. F 2:-»5-3:00 pm ; 'halfi, 1 












Aug; 52 wks 


Half! Bishop, NY 




Raymond Spcctor. 


NY 


CBS 


144 


Second Mrs. Burton; M, W, F 2.15-2:30 pm ; 












(half 1 ; 1 Aug; 52 wks 


Brown & Williamson, Louisville 


Ted Bates, NY 




CBS 


205 


Disc Derby; T B:30-9:15. Sat B:30-9; 5 min sogs; 














30 Aug; II wks 


Dromedary Co, div of Nabisco, NY 


Ted Bates, NY 




CBS 


205 


Amos 'n Andy Music Hall; 6 min scg W 9.30-9:55 














pm; 17 Aug; IB wks 


Dromedary Co, div of Nabisco, NY, 


fed Bates, NY 




ABC 


345 


When a Cirl Marries: opening commls T, Th 10:45- 


for cake, muffin, gingerbread. 










11 am; 2 Aug; 52 wks 


frosting mixes 














Ccncral Foods, White Plains, 


for 


Y&R. NY 




CBS 


4B 


Young Dr. Malonc; M, W, F 1 30-1 :45 pm; 25 


Swans Down Cake Mix 












July; B wks 


Ccncral Foods, White Plains. 


for 


Y&R, NY 




CBS 


4B 


Second Mrs. Burton; M. W, F 2-2:15 pm; 25 


Swans Down Cake Mix 












|uly; B wks 


Ccncral Foods, White Plains, 


for 


Y&R, NY 




CBS 


4B 


Perry Mason; T, Th 2.15-2:30 pm; 25 |uly: B wks 


Swans Down Cake Mix 














Ccncral Foods, White Plains, 


for 


Y&R, NY 




CBS 


4B 


Brighter Day; M W, F 2:45-3 pm ; 25 |uiy; B wks 


Swans Down Cake Mix 














Ccncral Foods, White Plains, 


for 


Y&R, NY 




CBS 


4B 


Our Cal Sunday; M, W 12:45-1 pm; 25 fuly ; 3 


Swans Down Cake Mix 












wks 


Ccncral Foods, White Plains. 


for 


Y&R, NY 




CBS 


1B9 


Romance of Helen Trent; M, W 12:30-12:45 pm; 


Swans Down Cake Mix 










25 fuly: B wks 


Ccncral Foods, White Plains, 


for 


Y&R, NY 




CBS 


4B 


Backstage Wife; M, W, F 12:15-12:30 pm; 25 


Swans Down Cake Mix 












July; B wks 


Hartz Mountain Prods, NY 




Ceo. H. Hartman, 


Chi 


CBS 


204 


Arthur Godfrey Time; Th, F alt wks 10:10:15 am; 












22 Sept; 26 wks 


Lewis Howe Co, St. Louis 




R&R, Chi 




CBS 


204 


Arthur Codfrcy Time; alt T, W, every 4th F 10- 












10:15 am; 31 Aug; 52 wks 


Park & Tilford, NY. for Tintcx 


1 Storm & Klein, NY 


ABC 


345 


When a Cirl Marries; opening commls M, W. F 














10:45-11 am; 5 Sept; 52 wks 


Quaker Oats, Chi 




|WT, Chi 




MBS 400 


Kecpin' Company; partic M-F 11-11:25 am; 5 












Sept; 52 wks 
Here's Hollywood; partic T, Th 12:05-12:10 pm; 


Quaker Oats, Chi 




JWT, Chi 




MBS 400 












5 Sept; 52 wks 




FranW 

Riordan 3' 




Donn M 
Chown 1 3 1 




Bob 

Manby <3> 



2. Renewed on Radio Networks 



SPONSOR 



AGENCY 



STATIONS 



Avner Home Prods. NY 

Bristol-Myers. NY 

Kellogg. Battle Creek, Mich 
Pet Milk, St Louis 



SSC&B. NY 

Y&R. NY 

Leo Burnett. Chi 
Cardner. St Louis 



MBS 497 

CBS 204 

CBS 200 
CBS 204 



PROGRAM, time, start, duration 

Cabriel Hcatfer; M, W, F 7:30-7:45 pm; 12 Sept; 
52 wks 

Arthur Codfrey Time; M, W, alt F: 10:15-10:30 

am; 24 Oct; 52 wks 
Houscparty; T, Th 3:15-3:30 pm: 30 Aug; 52 wks 
Arthur Codfrcy Time; M-F alt days 10-10:1 5 am; 

30 Aug; 52 wks 



3. Broadcast Industry Executives 



NAME 


FORMER AFFILIATION 


NEW AFFILIATION 


James E. Allen 


WLW, Cin, publ & prom director 


Same, director of special projects 


jon E. Arden 


Food Fair, Miami, sis prom director 


WTV), Miami, tv mdsg director 


Raloh Backlund 


CBS R. public affairs dir 


Same, exec prodcr in cng radio public affairs programs 


Clifford J. Barbarka 


|ohn Blair, Chi, acct exec 


Same, sis mgr. Chi office 


Howard C. Barnes 


CBS R, NY. net program dept 


Same, vp in chg net programs 


Charles A. Black 


W5AI. Cin. stn mgr 


Same, vp in chg stn rcls 


Roger Bower 


NBC NY. radio director 


WROW, Albany, orogram director 


William J. Carocnter 


WHYN-TV, Soringficld. Mass 


NBC Film. NY, sis rep 


Emery I Bud) Chase 


KSON. San Diego, asst stn mgr 


Same, stn mgr 


Donn M. Chown 


W|R, Dctr, asst prog mgr 


Same, mgr of programs 


Ralston H. Coffin 


RCA Victor, NY, dir of adv 


RCA, NY, vp adv & prom 


Ceorgc Crothcrs 


CBS R. NY 


Same, dir of cduc & rcl bests 


Cenc Cuny 




KRLD-TV. Dallas, comml mgr 


William M Davidson 


WTAM, WNBK. Clcv. asst gen mgr & sis director 


WRCA (TVI. NY. asst gen mgr 


Frederick H. Elliott, jr. 


WTRX. Troy, NY, sis stf 


WELM. Elmira, NY. local & rcgl sis mgr 



In next issue: iS'eio and Renetced on Television (Settcork) ; Advertising Agency Personnel Changes; 
S[nmxttr Personnel Changes; Station Changes (reps, network, poicer): igene* .tpfitrintnients 



)1 



Harold L 
Hackctt <3l 
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3. Broadcast Industry Executives (continued) 



NAME 



Charles F. Dilchcr 
Dale Drake 
Bill Fagan 
Earl E. Fleming 
Harry C. Fletcher 
Arthur M. Ford 
Harry H. Foster 
Al Fox 

Marie Cittord 
Charles L. Clett 
Lester Cottlieb 
William Crayson 
Jerome D. Creenberg 
Harold L. Hackett 
Albert C. Hartigan 
John Hopkins 
Carroll Hansen 
Erik Hazelhoff 
Terry Hatch 
Keith W. Horton 
Robt Hoskinson 
John P. |efferson 
Bill loekel 
Charles B. Jordan 
Bob Kane 
James J. Kane 
Wayne Kearl 
Walter Kingsley 
Eugene Litt 
Hank Long 
David E. Lundy 
Bob Manby 
Howard S. Meighan 
Jack Martin 
Allen Martini 
Pete McCowan 
Harry Y. Maynard 
Morris S. Novik 
John R. Overall 
William Rambo 
Paul Ray 
Lud Richards 
Frank Riordan 
Bill Roberts 
John C. Rome 
Paul Schiner 
Peter j. Smith 
Robert J. Smith 
Alfred R. Stern 
Harry Stone 
Eugene S. Tanner 
Dudley Tichenor 
Jim Terrell 
John Tilley 
Martin Weiner 
Ralph N. Weil 
Charles R. White 
Patrick J. White 
Ted Wick 
Theodore R. Wold 



FORMER AFFILIATION 



NEW AFFILIATION 



John Blair, Chi, vp & mgr Chi office 
Texas State Net, nat I si s mgr 
WFBM-TV, Indpls, director-producer 
Liggett & Myers, NY 
Carnation Co, rep 
KVOO, Tulsa, acct ex€c 

Pharma Craft Corp, NY, natl sis mgr, grocery prods div 
KTBS, Shrcvcport, La. acct exec 
KNXT, LA, vp 

CBS R, vp in cng programs 

WRC (TV), Wash, sis exec 

WAAT, Newark, sis staff 

Official Films, NY, pres 

WPIX, NY, asst program mgr 

KTOK. Okla City, gen mrg 

KCBS. SF, dir of news & public affairs 

NBC Telesales, NY, mgr 

KOMO, Seattle, slsman 

WELM, Elmira. vp in chg sis 

Jones Adv, Okla City 

CBS, Deputy Program Dir, Radio Free Europe, Munich 

KENS, San Antonio, in chg local & regl sis 

Texas State Net, vp & asst gen mgr 

AP foreign correspondent 

CBS TV, NY, trade publicity mgr 

KENS (TV), San Antonio, gen sis mgr 

Ziv Tv, Hllywa, western sis mgr 

Forjoe & Co, NY, acct exec 

MCA-TV 

KLAC, KCOP-TV, LA, gen sis mgr 
Ceneral Telcradio, NY, exec staff 
CBS, vp 

KOPO, Tucson, asst gen mgr 
Ziv, Chi, acct exec 
KWTV, Okla City, sis staff 
BBDO, Hllywd 
Radio consultant, NY 
CBS R. Eastern sis mgr 
KOVR-TV, SF, sis mgr 
John Blaii, Chi 

WBZ-WBZA, Boston, adv & sis prom mgr 
WCBS-TV, Miami, sis mgr 

KRLD, Dallas, asst gen mgr in chg r-tv adv sis 

Leo Burnett, NY, acct supvr 

KCO, SF, sis mgr 

NBC Telesales, NY, writer 

DuMont, NY 

NBC R, NY, director of opers, "Monitor" 
KCEN-TV, Temple, Tex, gen mgr 
WSIX-TV, Nashville, tv comml director 
WFBR, Bait, dir of sis 
WKY, WKY-TV, Olka City, news staff 

Telepix. Hllwyd, sis mgr 

WOV, NY, gen mgr 

KPTV, Portland, Ore, comml mgr 

KTBS, Shreveport, La, bus & comml mgr 

CBS TV, Hllwyd, publicity director 

Cocdyear Tire & Rubber, field rep 



Same, Atlanta, mgr Atlanta office 
KFJZ-TV, Ft Worth, Tex, natl sis 
WFBM, Indpls, acct exec 
WOW, Omaha, sis rep 
KSL ITV), SLC, mdsg dir 
KOTV, Tulsa, acct exec 
WFPC. Atlantic City, NJ, gen mgr 
NBC TV, NY, mdsg mgr 
KTBS-TV, Shreveport, La, comml mgr 
Ceneral Teleradic, NY, exec staff 
CBS TV, NY, director of daytime programing 
Same, program mgr 

Same, also WATV, Newark, director of mdsg" 
Same, also chmn of bd 
Same, program manager 
KFJZ-TV, Ft Worth, Tex, comml mgr 
Same, CBS, coordinator of news & sports 
NBC TV. NY, mgr of partic programs 
Ziv, Calif valley territory 
Same, gen mgr 

KTVQ (TV), Okla City, adv & public rela.t 

Same, NY, asst dir of public affairs 

Same, radio comml mgr 

KFJZ-TV, Ft Worth, Tex, gen mgr 

K SAN-TV, hd natl sis dept 

Same, Hllywd, director of press information 

Same, tv comml mgr 

Same, natl sis mgr 

CBS R Spot Sis, NY, acct exec 

Same, Beverly Hills, western sis mgr 

KCO, SF, asst sis mgr 

Same, also vp 

Same, TV, vp in chg western div 

Ziv, Ariz & N Mexico territory 

S*me, spot sis mgr 

Same, natl sis rep 

KNTV, San Jose, Calif, mgr 

Same, also WOV, NY, pres 

NBC TV Sis, NY 

KTVW, Tacoma, mgr 

Same, mgr of Chi office 

Westinghouse radio stns, natl acct exec 

Same, managing director 

Same, mgr 

MBS, NY, acct exec 
Ziv, Chi, western division 
Same, mgr 

MBS, NY, acct exec 

Same, director of partic programs 

WSIX-TV, Nashville, vp & director of tv 

Same, also vp 

Same, asst gen mgr 

Same, asst natl sis mgr 

MCA TV, Beverly Hills, asst prom mg[ 

Same, vp in chg sis 

Same, exec vp 

KLEW-TV, Lewiston, Idaho, gen mgr 
KTBS-TV, Shreveport, La, stn mgr 
Same, mgr special projects 
KSTP, Mnnpls-St Paul, tv sis staff 



4. New Firms, New Offices, Changes of Address 



John Blair & Co opened a new regional office, their tenth, 
in Atlanta, at 101 Marietta Street, 22 August 

Cunningham & Walsh's Chicago office is moving to larger 
quarters in the Six North Michigan Building 

Campbell-Ewald's San Francisco offices moved to larger quar^ 
ters in the Russ Building this month 

Allen B. DuMont Labs broadcasting division ( WABD, Du- 
Mont tv net, electronicam production services) moved exec- 
utive and sales offices to the DuMont Telecentre, 205 
East 67th Street, LEhigh 5-1000, 25 July 

Mo'f Coodman and Robert F. Anderson, Southern Californian 
ad agencies, arc merging into Coodman- Anderson Adv and 
will operate out of the present Coodman quarters at 614 
South San Vicente Blvd, LA, WEbster 8-3993 

Norman F. Hall and Daniel P. Thompson have formed Hall & 
Thompson Adv Agency, Okla City. Offices will be located 
at 1510 First National Building, REgent 6-1425 

Kerker-Peterson & Assoc, Mnnpls adv agency, has merged 
into a corporation: Kerker. Peterson, Hixon, Hayes, Inc. 
The company is at 2855 Park Avenue 

W. Wilson Lang has opened an adv agency, aawl. Offices 
are at 509 Palace Theatre Building, Cincinnati 



Lewis & Martin Films, Chicago producer of tv commercials, 
moved its offices and studios to larger quarters at 1431 
N Wells. They were formerly at 218 S Wabash Avenue 

L. F. McCarthy & Co, Cincinnati agency, is celebrating its 
25th anniversary and moving into larger quarters at 712 
Provident Bank Building 

Publicidad Badillo, Puerto Rican adv agency, has opened a 
New York office in Suite 3610 of the Chanin Building, 
122 East 42nd Street, MUrray Hill 2-0521 

Radio Advertising Bureau will move their offices from 270 
Park Avenue, NYC, to the Davies Bldg, 460 Park Avenue, 
on 1 September 

Storyboard Productions. Hllywd, creators of tv commercials, 
moved to larger quarters at 8490 Melrose Avenue last month 

Larry Stevens, local sales mgr of KCMB. Honolulu, has re- 
signed and will re-enter ad agency business with offices at 
835 Keeaumoku Street, Honolulu 

Town Adv Agency, Phila, announced the dissolution of the 
partnership. Beginning this month. Albert A. Eisenstat, 
partner, will operate as Marketing & Advertising Assoc, 
Penn Square Bldg 2nd Sol E. Zub-ow, partner, as S. E 
Zubrow Co, 1420 Walnut Street 
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The Detroit News 

World's first radio station 
and . . * — 1 
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Channel 4 

Michigan's first 
television station 
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Milwaukee's 

1 w 

i's why: 



here' 




"the voice 
of the 

BRAVEf 

(the Milwaukee Braves 
games are not televised) 



ant-fin 



all-star 
programming 



Milwaukee's 
Most Powerful 
Independent 



24 hours 
of music 
news, sports 



SOQO 




lowest cost 
per thousand 



HUGH BOICE, JR. 

Gen. Mgr. 

HEADLEY-REED, 

National Rep. 




Jf fines Hays Cobb 

Director of Advertising 
American Airlines, New York 



The story Jim Cobb. AA's director of advertising, likes to tell besf 
is the one of the bored wife. "This is the lonel) wife of a business 
exec who travels a lot." he recaps. "She wrote to thank us for our 
Music 'til Dawn program, which pinchhits for her husband, or 
'helps keep her company,' as she puts it. ' 

This Music 'til Dawn effort has. in fact, become an integral part 
of American Airlines' advertising, and though it still accounts for 
only \Q c /< of its total budget, its effects have been cumulative. 

"It's not only been our principal radio advertising effort in two 
years." say Cobb. "But it has also been one unique for the fact that 
the sponsor approached the broadcaster rather than other way 
around. In essence, we asked the stations whether they might not 
like to be on for 24 hours a da\. After all. we know what loss is 
incurred by having equipment stand idle t They said 'yes.' and we 



got a good buy. 



This buy is currently on some nine major metropolitan stations 
(independents and network affiliates both I with a five-and-a-half to 
six-hour schedule starting at midnight: WEEI. Boston; WBBM. 
Chicago; KNX. Los Angeles WCBS. New York: KCBS. San Fran- 
cisco: WTOP. Washington. D.C.: WLW. Cincinnati; KRLD. Dallas: 
WWJ. Detroit. "In keeping with the nature of the program, we do 
our commercials at ver\ low pressure."' Cobb says. He works on 
commercial contents with AA's new agency. Lennen & Newell, since 
spring 1955. "After all. you can t have a pitchman following 
Brahms."' 

A mail survey conducted b\ AA in February showed that "the 
policv of soft music and soft pitch has garnered a 27T sponsor 
identification for American Airlines. "Yen high, we feel.' sa\s 
Cobb, modesth . 

Bevond numerical response. AA feels convinced that they're reach- 
ing the t\pe of people who. if the\"re not alreadx. will eventually 
become airline customers. "Our listeners, beyond the insomniacs 
in our major markets, are professional people of all caliber." 
explains Cobb. 

He himself sleeps rather well in his. Hartsdale. N.Y.. home, listens 
mainh on his virtualh weekh jaunts cross-countrv . I via American, 
of course) . * * * 
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HIT the Fabulous Central Florida Market 



WITH 
ONE SHOT I 



MvV • •-/•CKIOHVU.U 
CAK«UV|IU 




On I In- air ScptcmlxT 9* iy.>.> 



CENTRAL FLORIDA'S 

GREATEST ONE-STATION COVERAGE 



.i-tO KC • 10,000 WattS (ilawtime oiify) Owned mid Of if rated /»?/ KHk l„r<in*oratrd 





M 

DA YTOMA BEACH 




Tnuvist industry: Vacationers account for Florida's largest source of income. They spent close 
to $1 billion in the state last year and it is estimated that 65% of it was disbursed in W'GTO's 
coverage area. Florida is rapidly becoming a year-round vacationing land, attested by the fact 
that of the 5,200,000 tourists last year, 1 ,300,000 came during the months of June, July, August. 



CitVlts ilifftislrij: Next to tourism, citrus rates as 
Central Florida's biggest business. It's practically all 
located within W'GTO's coverage area — the groves, tho 
packing plants and concentrate manufacturers (pic- 
tured below). The gross packed value of the 1 953- 
54 citrus crop added up to $255 million. Citrus 
concentrate products grossed an additional $85 million. 



W-GT0 AREA KPI 



Population zooming; making 



9 Take a look at these facts and 
figures and you'll agree that the Cen- 
tral Florida market is truly fabulous. 
And remember, \V»GTO covers this 
market from Gulf to Ocean and from 
Gainesville to Okeechobee. 

POPULATION 

There were 1,384.000 people within 
W»GTO's co\erage as of Jan. 1, 1955, 
with over 66" of them urbanized^ 

'"Skyrocketing" is the word that apt- 
ly describes the rate of Florida's popu- 
lation growth. Central Florida has 
been getting the lion's share of this 
growth. Ever} week 1.500 new fam- 
ilies are establishing residences in 
Florida. Only since 1950 Florida s 
population has jumped 20T and the 
state is now 15th in population rank- 
ing. 

A sizable percentage of the new res- 
idents are of the retired white collar 
class, whose pensions and imported 
wealth, as Business IF eek recently 
pointed out, have helped much to sta- 
bilize Florida's economy. 

INCOME AND SALES 

After taxes the people in the 
W.GTO area had $1,869,606,000 to 
spend in '54. That was 23% above 
what it had been in 1952. The retail 
sales for the area were SI, 347. 875,000 
in 1954, or 12.8% higher than the 
1952 total. 

Agriculture within the W«GTO area 
had a whopping gross of $342 million 
in '54. Polk. W«GTO"s home county, 
garnered $81.7 million by itself and 
took 11th ranking among the nation's 
lead ins farm income counties. 




W-GTO 

• NUII HO* 



market 



IFAST, VIGOROUS ECONOMIC GROWTH 

balancing manufacturing with tourism and farm wealth 



On (lie non-furm side of tin* picture, 
the 111(1)1111" -tory is equally impre-nne. 
The latent figures for non-farm em- 
ploy incut ami wall's ciHcr 1953. He- 
ffecting Central Florida's rapidly ex- 
panding industrial and mercantile de- 
velopment, these figures show that 
305,205 persons were employed tnonth- 
I) in non-farm pursuits within the 
W-GTO area and for 1953 grossed 
SI, 5^5,524,61 1 in wages. (This data 
does not include establishments em- 
ploying less than eight people.) 

CHARACTER OF ECONOMY 

Like Florida as a whole, tourism is 
the W-GTO area's No. 1 industry. 
That tourist business totalled around 
SI billion for Florida in 1954. It is 
estimated that the W-GTO area got 
about 65' t of this. 

However, Central Florida is endowed 
with a highly diversified and well-bal- 
anced economy. \gi ieulture gets 
stronger and stronger. Although the 
manufacture of food and allied prod- 
ucts constitutes Central Florida's lead- 
ing industrial group, there are thou- 
sands of plants throughout the area 
turning out a huge variety of products, 
in addition to all this. Central Florida 
abounds in mineral wealth. And wealth 
from other of its natural resources, 
such as its forests. 

Central Florida's fast industrial de- 
velopment, outside food, chemical and 
lumber products, has tended toward 
the light industrial type. These include 
wearing apparel, ceramics and glass 
products, automotive part?, leather 
goods, machine parts and electronic 
supplies. Since 1948 hundreds of sub- 



ronff art of* lia\e located throughout 
tin- area a- furnisher- of part- to out- 
of-state industrial plants. This deud- 
opuii'iit r* due to the fact that the mi- 
gration into Florida in recent years 
has included many thousands of high- 
ly skilled craftsmen. 

AGRICULTURE 

W-GTO s coverage area is famed 
not only for its citru- belt but for the 
wide and rich diversity of its farm 
crops. \\ -GT0 s home county, Folk, 
is the very heart of the citru> belt, pro- 
dui inji by it-elf 30'* of Florida's cit- 
rus crop, \bout 95',' of the state's 
citrus fruits were produced last year 
within W-GTO's coverage area. This 
represented a gross packed value of 
§232.217,750 on the FOB level, ac- 
cording to figure- obtained from Flor- 
ida Citrus Mutual, cooperative mar- 
keting organization. The same season 
accounted for 70 million gallons of 
locally produced citrus concentrate. 
The FCM estimates there are 60.000 
people employed in the citrus indus- 
try, including feeder industries like 
processing, container manufacturing 
and byproduct operations (citrus pulp, 
meal, oil and molasses). Citrus Man- 
ual estimates these byproducts grossed 
around $10,5 million last season. The 
three leading can maker?. American, 
Continental and Crow n, each maintains 
a plant in the area. 

W-GTO is also in the heart of the 
great winter truck farming area. This 
truck and non-citrus fruit farming in 
the W -GTO area last year, it is esti- 
mated, brought in $160 million. The 
area is also the biggest producer of 




lAwstoch industry: Central Florida has 
within but recent years catapulted into one of tho 
country's outstanding centers of beef and dairy 
cattle. Beef sales alone last year went well over 
the $50-million mark. The dairy business is in 
the $60-million bracket and climbing constantly. 




TriIC'l* form in*/: Grown chiefly for fresh 
consumption in the north via refrigeration shipment, 
winter truck crops by themselves have pyramided 
in Central Florida to $80 million business. Pictured 
is one of the vast celery sections in W'GTO area.) 
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Here's your quota of the entire Florida market | 

w/ikn you buy W* TGO I 

POPULATION .« ... 40% I 

EFFECTIVE BUYING INCOME 40% - " 

RETAIL SALES , 38% ' 

FOOD SALES 40% | 

GENERAL MERCHANDISE ., 41% Soafnnd industry: Florida ranks fourth ,n 

UlTn\inTi\T c »i c£ <*»*x seafood production, with the Coasts off Central 

AUIU.MUlt\h ^ALLS 38% Florida contributing a huge share of the haul. 

DRUG SALES ... 49% In 1953 about 80 million pounds of food fish. 

rim«« r»«U ril)v ivrnwe valued at $12 million, and approximately $16 

LrKUSS CASH rAKM INCOME „,-,...-*„,.„„..„. 63% , million worth of shrimp were landed in Florida. 




I 





Phosphate industry; Topping the W'GTO's 
great mineral wealth are its phosphate rock mineral 
deposits, 90 million tons of which were produced 
here in 1953. This had a value of $55 million. Large 
phosphate processing plants are also in this area. 



Forestry industry: Of high importance to 
the W'GTO area's total economy. Over 50 million 
board logs of 1953 forest haul used for plywood 
and for veneers of boxes and crates, used to great 
extent for shipping crops. Industry employs 30,000. 



IVootf Pnlp tV I*OJ»er: Several ofj 
ida's vast pulp and paper mills (one 
pie is illustrated above) are located ?n| 
WGTO area. In 1953 these mills hi 
payroll value of approximately $35 mj 



cabbages and potatoes. 

Florida now ranks 13th among beef 
cattle states. The cattle value on farms 
and ranches within the W'GTO area 
on Jan. 1. 1953 was estimated at over 
SI 50 million, invoking upwards of 
800,000 cattle. The area also holds 
top ranking for its dairy, poultry and 
hog production. 

State-owned fanner markets last 
year grossed $50 million in sales. 90% 
of this within W'GTO's coverage area. 

Estimated gross for these three pur- 
suits in the W'GTO area during 1953 
I latent figures available): dair\ prod- 
ucts. $60 million: hogs, $22 million 
and poultry. $19 million. 

MANUFACTURING 

The flow of small and ^aried indus- 
tries into Central Florida has been com 
sistently on the upbeat. Even in the 
nation-wide recession year of 1953 
this area showed a substantial increase 



of both wages and employment foi 
wage and salary workers in manufac- 
turing. In 1953 the average number 
employed monthly was 16.4 % over '52. 

The percentage of value added by 
manufacture and increased manufac- 
turing payrolls in Florida in the past 
10 years has been one of the highest 
in the country. 

The three leading counties with 
Florida's highest rate of non-farm em- 
ployment and gross wages are. in that 
order. Hillsborough. Polk and Orange; 
counties clustered around W'GTO's 
immediate transmission neighborhood. 

MINERAL PRODUCTION 

Florida is the largest producer of 
phosphate rock in the world. The 
W'GTO area furnished 79'? of all 
U.S. phosphate. lO^c of this coming 
from Polk, W'GTO's home county. 
The value of phosphate production in 
the area for 1953, according to the 



I .S. Bureau of Mines, was over $55 
million. A number of other commer- 
cial minerals are also produced in 
large quantities in the W'GTO area.. 

FORESTRY INDUSTRY 

Another great source of Florida's 
wealth from natural resources area its 
forests, and the W'GTO area is thick 
with them. The value of forest prod- 
ucts delivered to the mill in 1953 was 
$35 million. Out of this superabund- 
ance of timber have developed the 
many veneer and packing container 
plants that dot the area, and. above 
all. the huge pulp and paper plants. 
Outside the latter plants, the business 
of cutting down trees and converting 
them into various products provided 
employment last year for around 30.- 
000 people. 

In sum, W'GTO's coverages 
area presents a surefire market 
for your advertising dollar. ♦ 



Shippiny: While Tampa itself handles from nine 
to I I million tons a year of ocean-going cargo, 
there are various smaller ports in the W'GTO 
area that collectively ship also many millions of 
tons of coast-wise and Latin-American freight. 



Wearing Apparel: There's been a steady and 
numerous migration of manufacturers of clothing 
and men's and women's apparel accessories, in- 
cluding leather crafts (like factory pictured 
below) into the various Central Florida cities. 



€Hass-Ceramivs: Additional offsriJ 
Central Florida's mineral riches are the *f 
opment in recent years of the fanc^B 
and ceramic ware crafts. Production I 
in the two fields are substantially on tt Q 
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CASH IN ON THIS NEW CONCEPT OF BUYING CENTRAL FLORIDA 



\Vheti \<>ii Inn \\ •(!!() \<>u get a combination of metro- 
] xil it an coverage ami tiiightv rich mban-rural areas. 'I lu- 
ll urban centers within \V»OT() coverage did a retail 
husinc*- of well over $\ billion in 1951, according to 
Sale- Management. On \\ «(.T0 also ><>nr advertising 



ilollai iriirlie- people who-e » n r>»- income from farm 
product* in 195 I totalled >312 million. On top of all 
this. \oiir -ale- me--age hit- bundled- of thon-aiid- ol 
tourists who spend an e-liiualed >(>50 million in the 
\\ • ('.'I 0 area antmallv . 




TOURIST FLOW BOOSTS 
AREA'S CAR LISTENING 

\nto li-teiiing holds an exceptionally 
high importance in \\ • CT( ) > cover- 
age area. Meres win: 

1. Well over 450.000 ear- are regis- 
tered in the area. Because of the year- 
round weather, these cars receive max- 
imum u>age. Since a huge percentage 
of such cars are driven In people in 
the higher income brackets, it can he 
safelv ficuretl. according to the oul-of- 
home Irs-teniug stud) \ If red Folit/ did 
for the American Research Founda- 
tion, that 80'; lor 320.000) of the 
areas cars have radios. 

2, There"* a tremendous flow of 
tourist cars through and around 
W^GTCTs coverage area. To cite just 
part of this count: In 19.54. according 
to Florida State Road Department 
data, an average of 20.000 out-of-state 
cars travelled southward daily through 
\V»GT0 territory. Using Polilzs esti- 
mate that 75 r , of all cars have radio, 
vou've got a daily count of 15.000 ra- 
dio-equipped cars southbound only. 
F.xtended over the vear. this adds up 
to 5 l ._> million radio-equipped cars. • 
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ifor/V market facts on JV >GTO coverage within 0.5 contow 
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SOURCES: Radio hemes, SKDS' 1935 'Consumer Markets"; 
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A SUREFIRE PROGRAMING CONCEPT TAILORED TO W-GTO AREA 



\\ • (»'F()\* tnpnotch mike personali- 
ties and programing setup can't help 
hut dominate tlu* listening audience in 
tin* vast Florida area it covers. 

The operators of \\ »(»'!'() have 
transplanted a framework and stvle of 
air entertainment and informative pro- 
graining that ha* proved enortnon>h 
Siifcr.^ftd at K\\ K. This forninla has 
!h*i*ii astiitelv tailored to fit the elm r ar- 
terioles of the \V«GTO area. 

Jll Originality of program format* 
and de\ ehipmeiit of disk jockey per- 
uinnltti(*s KW'K has for main veam 
heen in the forefront anions tire na- 



tion'- station-. In fact, it did the earli- 
est pioneering in the di*k jocke\ field 
and produced a nnmhrr of tiiMitahle 
personalities wihj set the national pat- 
tt rn for hlending the informal hut pu- 
tentlv elTecthe >ell with this type of 
programing. 

\ppl\ing this clicksoine histon, the 
operators of \V»(»TO have a-- einhlcd 
a stafT of disk jockey* who have made 
the grade in a hig way in whatever 
coinninnities they've ftinctioned. [-In* -li 
is not uid\ a ma-tei of his craft and 
i*n I ml Hie} tint *h lt>t hut i- -ea-oned it 
convertimr a listeninir audience into a 



{lining audience, 

\\ .(;'|()\ programing -ll iiclun* « en- 
ter- atoinnl the-e four element-: 

I I Ui-k jo< ke\ pti-olialitir- who 
collectively are thniotighlv acquainted 
with all type- of mii-ir; »eneral and 
local news at freipient interval-, with 
the local news of wide regional cover- 
age and import; I A I a hroad and inte- 
grated farm -en ice farm iiunmuiiitv 
hnlh-tin-. farm market report-. laD*-t 
development*' in agriculture, etc., and 
I ll live programing in which people 
from all -ectiou- of the \\ "CIO area 
participate* 



These three top flight disc jockeys highlight W-GTO's roster of personalities 




DAM] STAIIKEY 

Ma-ter of the ad lib and tlie easy, in- 
formal st)le of delivery. Dale Starkey come* 
direct from KGA, Spokane, where he con- 
ducted the same type of il.j. ?e**ion with 
outstanding audience anil commercial Mir- 
ce-s. F le number- 15 year- in the -how 
business world, as a band ran-ician, radio 
actor anil radio-tv ui.c. Mi- i- a resouree- 
fut. alert anil brilliant flair for -howmau- 
-hip in both entertaining and -piling. 




ISOlt WliltY 

In radio since 1939. Hob Wery ha- built 
tremendous acceptance as a personality- 
showman in such major markets as .Mil- 
waukee. Louisville. Hollywood and Lansing. 
More recently, on WCOL. Columbus, he 
lio-ted the longest continuous disk jockey 
-how in the Ohio area. His own originated 
"Teen Dance Date" in Columbus pained 
high kudo* for it- help in combatting juve- 
nile delinquency. 



n ut nouns 

Brings 15 years of v< r-atile background in 
radio. Dar Dodds began hi- broadea-tiug 
career in hi* home town, on Boi-p'- K1DO. 
in 1910. Hp became -atnraled with the 
art of -idling durins five year* of -taff 
announcing on KDSM. Boi-c. \f|pr an 
interval rtf -talion managing in Oregon, Iip 
returned to Boi-e lo do a -'Tie- of new-, 
record and variety program- on Boi-p"- 
KBOI radio and tv. 



By local news W-GTO 
Means coverage that 
Extends over whole area 




Jill COItltl I I 

\eteran journali-t Jim Corbett bring- i> In- po-t of 
director of \\ *GTO'* new- department a -olid background 
of radio and new-paper work. In 1952 he won an N \RND 
award for '*di-tingui*hed over all new* operation* at WFIN, 
Findlay, Ohio. Hi* reporting rare>r includ<-il major met- 
ropolitan dailie*. During World War 11 he *ervpd a* *ec- 
tion editor in the FCC* Broadea-t Intelligence s ervice. 
Corbett come* direct from \\ CC I ). Minneapolis 




Establishes audiences: A key factor in W'GTO's hard-hit- on all main highways in area. They cash in on the tremendous 

ting audience promotion campaign are these huge billboards, spotted flow of auto traffic — tourist and residential — throughout the year. 



W<GT0 GEARED TO SPEEDIEST AUDIENCE BUILD-UP 



Bent on establishing an audience as quickly as 
possible, the management of W» CTO has applied 
to the task a wealth of promotional background 
and savvy. Plus a keen understanding of media 
uses and values. 

The origin of W»CTO and the planning of this 
audience build-up were activated by the same line 
of thinking: meeting the needs of the time. 

W»CTO is not just another station going on the 
air but represents a new concept of covering a vast 
and singularly rich Florida market with a single sta- 
tion — a concept that meets the modern require- 
ments of the advertiser. In going all-out to establish 
an audience as rapidly and efficiently as possible 
W»CTO put together a campaign that not only 
meets the needs of the time but is best suited to the 
characteristics of its coverage area. It is a plan that 
assures maximum effectiveness. 



The keystones of W»GTO's drive for area-wide 
audiences are: (1) plenty of mammoth billboards 
strategically placed throughout W»CTO's listening 
area and covering the main highways and (2) regular 
schedules of dominant-sized newspaper ads. 

For its opening W^CTO bought 20 45x1 5-foot 
billboards and spotted five-column, full-page ads in 
43 newspapers located in its primary, with quarter 
page ads to follow within the space of a week. In 
addition to this, W« CTO has contractd for small 
ads every week for the entire year to be run on 
radio pages where they are available 

W« CTO's audience-building strategy also calls for 
hitting hard and consistently on all publicity fronts.. 
Such as getting its broadcast schedules and stories 
about the station and its personalities in the daily 
and weekly newspapers within W»CTO's coverage 
area, and arranging personal appearances. 



to buy 
W-GTO 



write or wire W'GTO, Haines City, Florida 
or phone Haines City (i~2621 



Tills presentation v.as researched on the scene ami prepared 

In lt» entirety by SPONSOR PRESENTATIONS. INC . under life 

supervision of Ben Bodec, for W.GTO. Designed by SI Frankel 



by far with television i iewers, KLZ-TV 



is again 



acclaimed first in Denver, morning, afternoon and night. Any way you look at it — any time 
you look at it — KLZ-TV ls- Denver's best television 



BUY 



* • 



For tin* fourth straight lime this \ear, national!) recog- 
nized television audience snrve) s show KLZ-TV as Den- 
ver's undisputed television leader! (Telepnlse, January; 
American Research Hrrreaii, Januar) and April and 
ttuw, the IlKST VKT, the June Telepnlse.) 

KLZ-TV leads MORNING— AFTERNOON AND 
NIGHT — seven days a week! The TV sets 
on the right show the way Denver viewers 
divide their television viewing*. 

According to the June Telepulse, KLZ-TV has: 

• 7 of the top 10 programs 

• l\ of the top 10 imiltiweekly programs 

• Highest rated news, weather, sports 

• Highest rated local kids program 

• Highest rated afternoon movie 

• Three times more half-hour 
program firsts and quarter-hour 
firsts than all other 

Denver TV stations combined 

• Highest rated Monday thru Friday 
late movie, competitive with other 
channels 

More people watch Channel 7 more of the time than 
all other Denver T\ station* combined. 

SEE YOUR KATZ MAN TODAY. 
SELL your product on KLZ-TV! 

I'.S. .txk to see the ratings on "Starr Yolland Matinee" anil "The 
Dirk Lou is Law Show." 



Represented nationally by The Katz Agency 



S»GN,ON TO NOON-7 DAYS A- WEI 




KLZ-lV 

DENVER, 




PERCENTAGE OJF TV AUDI EN 



6:0 0 PM TO M I DNIGHT 7 DAYS A WEEK 

A I Channel "B" 

1 ' DENVER 

35% 



KLZ-TV 

DENVER 



37% 



DENVER. DENVER 




KLZ 



TV 

Channel 



DENVER 



til ttation\ do not hrntidea\t for these complete fieriorfs 



22 AUGUST 1955 



33 




1,000,000 customers in 
the TSLN coverage area 
are Spanish-speaking... 




Actually, well over half the 
population covered by the 
Texas Spanish Language Net- 
work is Spanish-speaking. In 
the Lower Rio Grande Valley 
it constitutes 76% of the 
population, in El Paso over 
60% and in San Antonio 49%. 
Together they offer adver- 
tisers a combined market of 
1,000,000 Spanish-speaking 
customers. And you reach this 
market most effectively 
through the TSLN. 



TEXAS SPANISH 
LANGUAGE NETWORK 

KIWW XEO-XEOR XEJ 

San Antonio Rio Grande El Paso 
Valley 
Represented nationally by 
NATIONAL TIMES SALES 

New York • Chicago 

HARLAN G. OAKES & ASSOC. 

Los Angeles • San Francisco 




by Joe Csida 

It's the golden age in tv programing 

Just as today's kids take the miracle of television Itself 
for granted, so do today's video industry grownups (includ- 
ing sponsors, agencies and the networks) take for granted the 
truly staggering and lavish efforts to build better programs. 
This has become particularly true since Pat Weaver made 
quarter to half million dollar spectacular show budgets a 
part of the day's work. 

The fact is (and it leaves at least this one observer rather 
breathless) that in almost every programing category shows 
have been and are being produced which will make previous 
efforts seem like 1929 radio productions. Most obvious, and 
recently most heavily publicized of all, of course, is the 
Louis Cowan $64,000 Question stanza. Hy Gardner wrapped 
up what Cowan's bingo has done to the giveaway category 
when he quipped in his column recently, that they should 
now start calling another well known and high rated give- 
away program Break the Piggy Bank. There has already 
been talk of giveaway formats making the rounds of the 
agencies and webs, wherein such prizes as substantial stock 
in producing oilwells, lifetime annuities and other fabulous 
awards would go to the winners. 

In the straight drama category, of course, the full hour 
daytime dramas, starring top screen and stage actresses, 
which NBC is planning as part of its color push, should 
bring more and better drama to tv than any medium has 
ever known. 

Mystery drama, too, will get some strong new product. 
The old master, himself, Alfred Hitchcock is producing a 
39-week half hour film series, and in the choice of his first" 
script he has already indicated that he will bring his own 
unique brand of offbeat suspense stuff to video as it's never 
been brought before. He's doing, I understand, Roald Dahl's 
titillating tale of the lady who kills her husband by bashing 
in his skull with a leg of lamb she has just taken out of the 
family freezer. Comes the cop crew to investigate friend 
husband's demise, and the ladv cook* up the murder weapon 
and serves it to the detectives, thus destroying the vital item 
of evidence. 

CBS has completed and practicallv sold another crime 
show in the "documentary" style, which holds some promise 
of making Dragnet seem like an old Dick Tracy film. Thi§ 

(Please turn lo page 94) 
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SPONSOR 



MORE power for 

MORE COVERAGE IN 
America's MIORE Market... 




with 316,000 watts* on Channel-8, 

KFMB-TV, »■«*» 



• directional 



San Diego County alone 
frown Jj ^ XO 



IN POPULATION 
SINCE 1950 



San Diego County alone 

has 
grown 

IN RETAIL SALES 
SINCE 1950 



A Market GREATER than: 

Atlanta, Georgia, 
New Orleans, La., 
Portland, Oregon, 
Dallas, Texas, 
Denver, Colo., or 
Seattle^ Wasb. 



The Nation's 15 th * 
Market in Bldg. Materials 
• 

KfMB-TV's Coverage is 
where theWest grows fastest 



Tk Consumer Markets, 1955 



"fa San Diego Chamber of Commerce 



CALL YOUR 

PETRY MAN 



KFMBf#)TV 



WKATHEK -ALVAREZ BROADCASTING. INC N 
REPRESENTED BY PETRY 



SAN DIEGO, CALIF. 



America's more market 
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Now ready for National Sponsorship! 

SAX ROHMER'S World Renowned 
ADVENTURES OF 

DR. Wli MANCHU 

* • '« . • • I 

• . * i-v J * 

Adventure! Mystery! Intrigue! 
26V2 minutes each .- c .. 




NOW READY! (13 completed) 

- STRYKER OF 
SCOTLAND YARD 



Mystery at its best! - 
ALL STAR CAST • 26V 2 minutes each 



Now ready for National Sponsorshp 

BEHIND TH 

SCENES 

Situation comedy about Hollywood 
ALL STAR CAST • 26'/ 2 minutes e 



Now Syndicating! 
"EMMY" AWARD WINNER 



STORIES OF 
THE CENTURA 

Outstanding Entertainment! * ALL STAR § 
39 Subjects • 26V2 minutes each 




Now in Production 



FRONTIER 
DOCTOR 

26Vi minutes each 



nt 



HOLLYWOOD TELEVISION SERVICE, Inc. is STILL FIRST in the Tel vis 
NOW IN RELEASE: 237 QUALITY FEATURES * 93 TOP WESTEN 

32 Branches m the United States Mi Toronto, C.t 




Here's the sensational NEW EMERALD GROUP! 

5 starring JOHN WAYNE! 

THREE FACES WEST starring John Wayne with Charles Coburn, Sigrid Gune 
WHEEL OF FORTUNE starring John Wayne with Frances Dee, Ward Bond 
LADY FOR A NIGHT starring John Wayne with Joan Blondell, Ray Middleton 
LADY FROM LOUISIANA starring John Wayne with Dorothy Oandridge 
IN OLD CALIFORNIA starring John Wayne with Brnnie Barnes, Patsy Kelly 

and 

WYOMING starring Vera Ralston. John Carroll 

EARL CARROLL'S VANITIES Dennis O'Keefe, Eve Arden, Pinky Lee 
THAT'S MY MAN, Don Ameche, Catherine McLeod 

ROMANCE AND RHYTHM, Kenny Baker, Frances Langford, Ann Miller 
I, JANE DOE, Vera Ralston, John Carroll, Ruth Hussey 
THE FLAME, Vera Ralston, John Carroll, Broderick Crawford 
HIGH AND HAPPY, Eddie Albert, William Frawley, Bill Goodwin 
LAKE PLACID SERENADE, Vera Ralston, Harry Owens & Orch. 

and Dther NEW TOP DIAMOND and HILLBILLY GROUPS 

row available at HOLLYWOOD TELEVISION SERVICE, Inc. Branches 



or 




h serve Quality Pictures, DIRECTLY, PROMPTLY and EFFICIENTLY! 

i VENTURE SHOWS (26% min. ea.) An outstanding selection of Drama, Mystery, Action! 



VIC. 



ICt: 4020 Carpenter St,, North Hollywood, Calif. Telephone- SUnset 3-8807 



EIGHTH 
I N 

THE 
NATION 



DOMINANCE 





N THE CAROL! NAS 




Top-power WBTW raises the Jefferson Standard in 
a rich, new area . , gives your ad dollars TV powei 
in a frjesh "maf kdfc of a million people. 

Combine WBTW with pioneer WBTV and the 
two stations create an unduplicated TV market 
comparable to the eighth largest in the nation 

It's a double market of 3,375,000 people, ovei 
$2M billion in retail sales and $3 l A billion in buy 
mg power. You can capture it at a cost per thousanc 
measured in pennies. Let CBS Television Spoi 
Sales detail the story. 





CE, S. C. 



JEFFERSON 
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FOUR services below may count sets, map tv coverage in \><J 



i 



.liner. Iti'si'ttrclt Burrow 

Target dale: Spring 1956 



2A. C. Mclscu Co. Q Statistical TaUulatiiia /I T'/if "Catcl Project" 1 
Target dale: summer 1956 W Target date: .Nov. 1956 » Target dale: fall 1956 



h tv set and coverage studies 
o everyone's plannin 

id men predict new tv data could breed neu problem of conflicting' figures 




t 



mother television "research mud- 
dle" is now in the making. This time, 
the inixup is due to come in national 
and local tv set counts, tv coverage and 
circulation data. 

For nearly three seasons, the tv in- 
dustry has been placing a multi-million 
dollar guessing game in these matters. 
Answers come from many sources: 
complicated research projections, hoot- 
leg information, wild guesses. 

During this period, which dates from 
the issuance of the Nielsen Coverage 
Service tv study of 1952. admen have 
campaigned for more research as tv 
grew rapidly. They have argued for a 
continuing, industry-accepted tv set 



"census" to he done at the national 
level, and in the 3.070 I .S. counties. 

Other admen have pressured for up- 
to-date data on station coverage and 
weekly audiences, meanwhile arriving 
at their own brand of slide-rule 
answers. 

sponsor has often covered the topic 
in reports, and has campaigned on its 
editorial pages for some form of in- 
dustrv-supported measurement to chart 
the dimensions of tv today. There's 
hardly a tv market that hasn't seen 
new vhf or uhf stations, power changes, 
tower-height changes and channel- 
jumping since the 1952 NC5 report. 
CBS T\ "s projec tions based on Nielsen 



data in 1953 have helped, but these 
"bench marks" are out-dated. 

Admen certainly want new data. 
"Coverage and circulation information, 
as well as accurate set and home counts, 
are basic tools in television buying."' 
was the typical comment of Benton & 
Bowles' Hal Miller, a media research 
executive. 

Added the RM> man: "We need new- 
data, what with fall campaigns in the 
works, and we need the data quickly." 

But a new problem faces tv admen 
today. Instead of a lack of set count 
and coverage-circulation information, 
admen may find themselves with 
too main surve\s from which they 
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TV SET COUNT STUDIES (Contiiiunl J 



will have to select data. 

No less than four different organiza- 
tions now plan to provide county-by- 
count) television set totals which will 
add eventually to a national figure. 
These same firms plan to provide new 
station and network figures showing 
television coverage and circulation. 

There's a fifth set count, too. the 
nearest thing in sight to an official 
job. This is the periodic checkup being 
made by the U.S. Bureau of the Census 
for the ARF, details of which will he 
summarized later in this report. The 
Census-gathered data will yield a 
national set count and tv set ownership 
by four U.S. regions. 

This sudden hurst of research ac- 
tivity, after the long lull, is already 
beginning to worry admen, many of 
w hom recall w ith no great pleasure the 
NCS-SAMS radio coverage arguments 
of 1952, and the whole industry history 
of misunderstandings caused by a 
multiplicity of tv rating service. 



Said Dr. Leon Arons, research direc- 
tor of the T\B: 

"The situation points up all the more 
the need for setting up industry yard- 
sticks, rather than partisan battles. If 
we realh have a number of set-counts 
and coverage studies to choose from, 
it's hound to be tough on tv media 
analysts."' 

Said Julie Brown, media research 
director of Compton: 

"Here we go again. We certainly 
need new data desperately. But we 
certainlv can't back two or three or 
four different services. We'll have to 
fall back on our old standby of evalu- 
ating all of them, picking the one we 
feel does the best job and discarding 
everything else." 

Said Jack Denninger, Eastern sales 
director of Blair TV rep firm: 

"Tv station coverage is much more 
closely matched in almost any market 
than it was in radio, so differences be- 
tween tv research reports may not be 



DON'T MUDDY THE WATERS 

As the article on these pages reveals, a new research muddle is in the 
making. For the past few years the industrv has suffered for lack of 
authentic tv set count and coverage data. Now, lo and behold, there 
may be four separate studies launched by XARTB, ARB. SAMS and 
XCS (all planned for completion during 19561. 

If there was confusion when two services last measured coverage in 
1952 (NCS and SAMS), four separate studies would compound the 
confusion to the point of madness. 

It's obvious that what advertisers and the industry need is one (and 
only one) study conducted on a high level of accuracy and accepted 
universally. The XARTB plans to provide this through its Cawl study 
which is designed to serve television for all the years to come as a 
measurement with the kind of standing Audit Bureau of Circulations 
provides for printed media. 

So here's our advice to research firms interested in commercializing 
a tv set count and coverage study: If you knew what we know about the 
sentiment of broadcasters who do not want a multiplicity of private 
measurements, you'd know you're running into storm) waters. Make a 
careful check of your commercial possibilities before venturing heavy 
outlays for tv study. We think you'll thank us for this advice. 

And here's our advice to XARTB: Tell the industry what you're 
doing. Let ever) one, including firms who might be ill-advised to do 
competitive set counts, know how determined station operators are to 
have their own industr) measurement. And work fast to get vour 
project into practical operation. 



as wide or as explosive as radio difl 
ferences. But there will undoubtedly 
be differences in any variety of tv 
coverage and circulation studies. And 
there'll probably be enough to start 
arguments." 

Said Gordon Grav. general manager 
of New York's WOR-TV: 

"So now four separate and distinct 
tv set counts and coverage studies are 
to be made for the \ew York area by 
as many separate and distinct research 
and statistical companies! This news 
causes us more annoyance than alarm 
— history still repeats. The rating 
waters have been muddied for years by 
conflicting figures and the tv 'circu- 
lation' figures promise to be equally 
confusing. It's a downright shame that 
a billion-dollar industry like ours can t 
get together and come up with one 
authoritative set of data by which we 
could all abide. ' 

Big research lineup: Here, in order 
of their estimated target dates, is the 
lineup of firms and organizations that 
propose to measure television cover- 
age, weekly audiences and number of 
tv-equipped homes: 

• American Research Bureau: (Tar- 
get date: spring 1956) ARB is a new-- 
comer to the coverage-charting ranks, 
being best known for its regular tv 
rating reports (national and local) and 
for its checkups on uhf conversion in 
intermixed markets. 

However, ARB has already wet its 
feet in tv coverage. In March, it 
released a telephone survey it had 
made in 140 small tv markets (from 
Abilene to Zanesville) not regularly 
covered by tv rating services. This 
was. essentially, a "circulation"' study 
made in the home county of each tv. 
market. It showed the number of tv 
homes, how many stations they could 
receive, and what stations were viewed 
three times (or more) each week. 

Agency response to the "A to Z"' 
study was, according to ARBs New 
York Manager Jack Gross, '"terrific." 
This reaction helped make up ARB's 
mind to do a national tv study in all 
tv markets. 

ARB proposes to do: 

A full-scale, county-by-county study 
of tv coverage, circulation, sets in 
all U.S. counties. Sample: 500.000 
homes. Method: personal interviews. 
Cost: o\er $1,000,000. according to 
the company. The study would be re- 
peated annually, if enough subscribers 
want it, The studv would be sold 
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WHAT TIIK I'OUK "SKT COUNTERS" PROPOSE 



AMERICAN RESEARCH BUREAU 

Already measuring fv programs via raiing" al national, h><al level, 
Allll plan- a full-wale nut i<>n:i 1 study of tv's coverage, iireulatiou 
and m-is in early IWft. Proposal* rail for u -ample of ."iOO.000 
homo and a personal interview technique, ( o-l would lop $1 million.- 
Service would lie paid for hy Imlh liroadi'd.»ii-i- and 1\ huvei-. 

NIELSEN COVERAGE SERVICE 

Of ill*- four firms, \. C. Nielsen's NC^ is llie only otic 10 have ah end) 
made a nationwide television coverage study on iouiit\-Iiy-coiinl y 
liasis. \CS proposes second N(."S along same lines next summer. 
Study would report count) -hy-counly tv homes, station coverage and 
circulation wiili lUO.OOO-hoine sample, personal interview technique. 

STATISTICAL TABULATING (SAMS) 

Standard Audit & Measurement Services, a subsidiary, did a 
national radio coverage study in j2 along lines of old industry IJMI5, 
now proposes another, this lime covering tv as well. Study would 
utilize mail hallois and a sample of some 500.000 homes, Statistical 
ha* surveyed iv ad trade interest, has set goal of Novernher 1 4 '56. 

THE "CAWL PROJECT" 

This is the nearest thing to "in<lusiry"-supporled mapping of coverage 
and set counts in sight, hul is currently lagging behind private firms. 
Sliuly, already fieid-tesied by F'olitz, would he late 19">6 «eries of 
regional checkup- of county -by-county coverage, circulation, tv ownership. 
Sponsored by NARTH. it is brain-child of consultant 1 Jr. Franklin Cawl. 



to stations, networks, agencies and 
ad\ ei Users. 

f .Mt'lsert Coverage Service: (Target 
thili*: slimmer 1950) Tin' only nation- 
wide study of tv station coverage in tire 
field actually made so far was the 
NCS 1 9-12 mirun, which covered both 
radio and television. The 1% figures 
were updated, on a projection basis 
for tin* most pail, 1m CBS T\ in Way 
and November 1953. 

Since that time, agencies have used 
these figures now largely out-dated 
as the basis for their own projections. 

Nielsen feels that it has much of the 
machinery of a national euv eragc studv 
■already set up, since the firm has a 
large field force and a local level 
operation now with its Nsl. 

NCS proposes to do: 

A nationwide, county -In -eotiuly 
studv of t\ coverage, circulation, sets 
in all I .S. counties. Sample: about 
100.000 homes, on a probability basis. 
Method: Personal interviews by .Niel- 
sen field men. Costs, borne mostl) In 
broadcasters: "Mess than the last one." 
according to Nielsen's John Churchill. 
sI'o.nsok's rough guess: about $<!00,000. 

* Statistical Tabulating Co.: (Target 
date: November 1956) This organiza- 
tion is the parent firm of Standard 
Audit & .Measurement Services 
(SAMS l. compiler of a national cover- 
age studv. county-by -county, of radio 
in 1952. SAMS, in turn, is a lineal 
descendant of the industry-supported 
(by broadcasters) BMP, which made 
its last radio coverage survey in 1949. 

Tv wasn't measured In SAMS in 
its 1952 study, but it will be in 1956 
if the firm's present plans go through, 
according to Statistical^ President 
Owen Smith. "We've gotten an excel- 
lent response to our contract survey so 
far among both broadcasters and 
buyers." he told SPONSOR. 

SAMS proposes to do: 

A nationwide, county-ln -county 
study of t\ station coverage, circula- 
tion, sets. Sample: about 500.000 
homes. Method: mail ballots and mail 
follow-up*. Costs: indefinite, but prob- 
ahlv in the neighborhood of Si 50,000. 
This would be borne almost entirely 
by stations and networks, with agencies 
getting subscriber data for free. Non- 
subscriber data and or special tabula- 
tions could be made for agencies at 
additional expense. 

• The ''Cau l Project" ~ (Target date: 
tentatively, late 1956) This project is 
as close as the industry has come so 



far to an " industry -supported cover- 
age and television set count study. 

The project is under the wing of 
XAKTH. the broadcasting industry 
trade association, which is handling it 
through a research committee. 

For nearh two years noyv, the 
NAHTB has kept the' "Cawl Project" 
under securih yvraps. However, some 
information has leaked through. 

"Cawl Project" proposes to do: 

A series of regional coverage, set 
count, and circulation studies, includ- 
ing county-by -county figures. Eventu- 
ally, these regional studies would add 
up to a national picture, and a national 
set count when the study is complete. 
Method: under wraps, but it's rumored 
to he a mixture of several existing 
techniques including personal inter- 
views, diaries somewhat like SAMS, 
electronic meters — a la Nielsen s rating 
service — to check on the reliabilitv of 
diary data, possibly even telephone 
coincidental. This combination of re- 
search methods was designed by Dr. 



Franklin Cawl. former Kudner re- 
search chief who is now an independ- 
ent consultant. Field work would be 
done by Alfred Politz. 

Methodology of the '"Cawl Project" 
has gone through a series of field 
tests; a test study in one market is 
planned for this fall. 

Even the tjitvernmvnt; Since all of 
the above coverage-and-circulation 
checkups will produce a national set 
count, if they become realities, they 
would inev itably be compared bv ad- 
men with the job being done bv the 
L.S. Census for the tv industry. 

Currently, the Census has been 
"hired" bv the \HF. the three net- 
works, the Tv B and the NAHTB to 
make a series of (|uartel\ reports on 
the total number of t\ sets and homo 
in the F.S. 

These checkups are being made bv 
Census staffers who are periodicalh 
gathering additional Census data am- 
I Please turn to page 111) 
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How long before a radio 

jiiiffle jangles? :::: 



use good jingle virtually forever, 
copy change requires new approach 



JJo any of ) ou old-time radio listen- 
ers remember this singing commercial 
of the late Twenties? 

When the curling while smoke drifts 
mvay 

To the tune of a Spanish guitar, 
All the world is a drearn 
In this moment supreme 
When you're smoking a Blackstone 
cigar. 

Joe Stone, young cigar-smoking 
Ford copy v. p. at JWT. is still able to 
rattle off the lines though he was a boy 
when this refrain was popular. "Twen- 
ty years later, when I started to smoke 
cigars," he recalls. "Blackstone was a 
big name to me." 

Such is the power of the singing 
commercial. 



It is why the jingle has become big 
business today. So widespread has its 
use become, in fact, since Pepsi-Cola s 
historic verse ushered in the jingle era 
back in 1939, that the question is aris- 
ing whether the jingle has outlived its 
usefulness by and large. 

Check the average radio station and 
you will think there is nothing but 
jingle advertising left, particularly in 
platter shows of the early-morning va- 
riety. Are there too many? Is the ear 
being surfeited? Do they in effect tend 
to cancel each other out? 

SPONSOR surveyed clients, agencies 
and jingle experts in an effort to de- 
\elop a set of guiding principles for 
the benefit of advertisers who are 
wondering whether to go into jingle 



advertising. Although there are almost 
as many opinions as there are individ- 
uals, there is a surprising amount of 
agreement on fundamentals: 

• The singing commercial remains 
one of the best forms of selling via 
radio; it is not that there are too many 
jingles around, but that there are too 
many inferior ones which do not do a, 
job, runs the consensus. 

• A first-rate jingle is a long-term in- 
vestment that builds up an ad-equity 
over the years. 

• A jingle's limitations should be re- 
spected; it should not be loaded with 
an excessive number of copy points. 

• The characteristics of the good jin- 
gles are what they have always been — 
a catchy, simple, whistleable melody; 



K&E WROTE 30 JINGLES FOR RCA-VICTOR, THEN RESEARCH 



30 jingle? were written by Kenyon & Eckhardt and outside teams in 
hopes of finding one winner. Here i? one team at work, composer 
Hank Sylvern (1.). and Barrett Brady, agency v. p. and copy director 



Auditions before agency personnel in radio-tv confereni ti 
narrowed down li;t to nine. These were then fonvardedj) J 
Horace Schwerin research organization for additional e ! 
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non-clichcd, sharp slim t-worded lyrics; 
a distinctive character that make* the 
total couibiiuitiou impress it*flf on the 
listener's mind fi>r lon-j; remembrance. 
• It must not be forgot ten that a jin- 
gle is, after all, advertising that it 
does not exist as a musical oddity, 
hut as an integrated, tailor-made ad 
tool designed to fit quite sperihe needs 
of product and campaign. 

Haw long? Why and when should a 
jingle he changed, or dropped entire- 
ly? Let s look at a few eases. 

Pepsi-Colas refrain has been in u-e 
16 years and shows no sign of aging. 
Slogan "Brush your teeth with Col- 
gate" has heen around for about seven 
years. The values have been going up 
for Robert Hall about eight vear> now. 
National Shoes has heen ringing the 
hell for over nine years. And so forth. 

I'epsi-Cola account executive at 
Biow. George Mailer, points out that 
although the music of the Pepsi jingle 
hasn't changed, the ly rics have, in or- 
der to accommodate the new copv 
storv . The "twice as much for a nick- 
el, too" theme of the late-depression 
davs has given wav to the calorv -con- 
scious notion that the drink, whose 
sugar content was lowered two )ears 



ugo, is perfect for "Modern folk- who 
watch their weight," that it i- "re- 
freshing without filling. 

From lime to lime, savs Duller, the 
production* are changed, with differ- 
ent arrangements and treatment-, in 
order to keep the melody ever-fresh. 

Some advertisers prefer to switch 
jingles completed) when a new copy 
slory is developed. One of the mo>l 
successful mu-ieal commercials in the 
ICast during recent vears is the l'iel's 
Beer bit beginning: "l'iel's is the her 
for me, bovs. . . ." After four year-, 
it is finally going into gradual retire- 
ment and another is taking its pla< e 
on the airwaves. 

A company spokesman explains. The 
jingle was created in 1951 to tie in 
with the "less n-f-s ( non-fermented- 
sugar I * copy story. In April of thi- 
vear l'iel's began to liil the theme that 
its beer tastes belter because of its dry- 
ness. Kalher than retain the tune which 
had served so well, the firm decided to 
put its all behind a brand new one, in 
the belief that it is possible, and more 
effective, to create a brand new asso- 
ciation between melody and product. 

Midway between those who hold on 
to the musical theme and those who 
drop them for new ones is Gillette. 



I0ROUGHLY TO FIND BEST ONE TO USE 

d jingles emerged from die group of nine as, a result of the Schvverin testing on 1921 
i they are held below hy agency copy supervisor Al Sarasohn. Agency finally selected 
It two jingle for recording hy singer Vaughn Monroe for heavy advertising campaign 




Advertisers like to 
stick to proven jingles 

PKI'.Sl GDI. V, lift bin jingle suc- 
cess, has Ih-iu ain-d since I'J.'W; 
hrie chanties made two years ugo 
when product and copy story changed 



liOBKRT 1 1 A LI. jingle lias had 
new arrangements, hut no lyric 
changes for l J years-; firm also rims 
Christinas and biick-lo-sehoo| jingles 



Gll.I.KTTK "Me sharp" refrain goo 
hack to I'JI.j-16. i- now used as 
theme s ( ,ng for shows; new jingle 
ask>: "How are ya' fixed for blades?" 



PIKIAS HKEU prefer- to change 
entire jingle with copy story; la-t 
ran four years in Ka-t. made by-word 
of "l'iel's is (be beer for me. boys" 



OLDSMOMLE -e. m- to have heen 
u-ing variation- of the old favorite 
"Merry Old-mobile" since time im- 
memorial, hecan-e of unique history 



LINCOLN-MEKCUin. on the other 
hand, like- to have new jingles for 
it- dealers every quarter, wants 
exciting, to capture new-model spirit 



which tries to do both. Since 1945 it 
has relied on the "Be sharp"' jingle. 
Hut in recent years the copy platform 
has been changed, with the new com- 
pany trademark "Dow are you fixed 
for blades'' rec eiving the ad emphasis. 

"A new jingle was created to fit the 
changed copy platform, explains Lcl 
Wilhelm, Maxon agency's director of 
radio and tv. "But we still keep the 
'be sharp' number as a theme song for 
our various shows. ' 

Despite the success of the later jin- 
gle, the earlier one still does a job. 
Wilhelm reports that the Milton Berle 
program recently requested permission 
to use it in a boxing sequence featur- 
ing Bocky Graziano and Martha Have, 
evidence of its hold on the tv and ra- 
dio public. 

Robert Dall is in the enviable posi- 
tion of having at least two jingles that 
are popular and constantly used, and 
hope? to add more. The company is 
jingle-happv because it attributes most 
of its success to the broadcast media. 
"Radio made Robert Dall a b\ -word." 
says a company spokesman. 

(Please turn to page 103) 
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Costly Kodak series Nor by premiered in January, was axed in April; as with other cancelled shows its flop-pattern was soon evident 

Ire sponsors dropping the axe 

too fast ? 



On the contrary, say admen — a few tv shows are 
enough to tell you if you've got a hit or a flop 



ow long before you know where 
you're going with your new fall tele- 
vision show? 

Practically no time at all. You 
should have a pretty good idea before 
the first month is over whether you 
have a tv success or failure on your 
hands, and by the end of the second 
month at the outside, there should be 
little question left. 

This conclusion emerges after a re- 
view of last season's show cancellations. 
With an eye on the slew of upcoming 
new program ventures sroNSOR studied 
rating histories, talked with research 
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analysts and agencies and clients in- 
volved in axed shows. 

Television has become the most 
responsive medium in ad history, with 
program impact almost immediately 
felt. General tendency is for a show to 
reach its viewing "plateau ' with amaz- 
ing rapidity. The show which builds 
its audience slowly over a long period 
of time seems to be becoming the rare 
case today. 

Common denominator of shows 
dropped was their inability to increase 
appreciably their share of audience 
with time. In some cases, the first 



figures were the highest the\ achieved. 
For example, the much-heralded color 
film show iXorby gathered 33.3% of 
the audience when it first came on for 
Eastman Kodak on 5 January in the 
7:00-7:30 p.m. slot, Wednesday, on 
NBC TV. February saw Sorby's share 
falling to 15.3% : in March it was 
14. 0% I all data Trendex unless other- 
wise noted). 

Mickev Roonev's Hey Mulligan, on 
the same network Saturday 8-8:30 
p.m.. arrived in September with a 31 r c 
share, dropped to 22*~r the next month 
when rating powerhouse Jackie Gleason 

SPONSOR 



returned after the summer Iiiiittis, and 
remained generally below 2<). 

On CI5S TV. L.irilhud's Father 
K notes Best could never get consi^tent- 
Iy above the 2G' '< share it grabbed 
with its first slmwiiig on .H October at 
10:00 |».nr. Sunday, while Willy, mi at 
10:30 p.m. Saturdays for General 
Mills, couldn't move aho\e an average 
.of ahout \~ r \ . 

In every case agency and client 
knew the wore within the first few 
weeks, 

The pressure to size up a show 
quickly steins from the simple fact 
that tv <<»ts continue to go up. Line- 
ups increase and show expenses mount. 
Declares Young & Rnbieam, account 
inan on Bristol Myers. Boh Oslmrn: 
"\ on simply can t alTord any longer to 
risk losing a long-term investment. The 
Important thing i* the abilitv to turn 
oil a dime. This is the onlv way to 
protect y our client's interests." 

It s. a far civ from the pre-tv day.* 
when the Madison Avenue bromide 
had it that y ou had to give a show 
at least a six-month ride before you 
Could intelligently evaluate its perform- 
ance, that v ou had to giv e a show a 
chance to build its following over a 
^ear or so. 

The surprising fact is that today- 
high rating first time out appear to be 
the rule rather than the exception, with 
tv publicity achieving a primacy never 
even dreamed of in vears past. Hoopla 
helped deliver a healthy 44.6 r J share of 
audience to Imogene Coca's fir>t solo 
show effort last October, a figure it 
was never able to approach again. 

Highlighted here is a fundamental 
difference between radio'* continuous 
listening and the greater selectivitv of 
p viewing. Viewers tend todav to 
seek clues to show appeals in news- 
paper tv pages and from magazines like 
77 Guide. 1 hey respond as they might 
to theatre advertising to name* of 
performers and shows and docrip- 
tions ol program content. In addition 
there is the potent promotion of tv 
itself, and recently of publicity via 
radio as well. 

Earnest agency and advertiser as- 
sessment of show values now tends to 
being very earlv in the game. Savs 
a Campbell Soup spokeMnan : **\Ve 
regard the first four shows as of 
critical importance. If the trend is 
unsatisfactory, we feel it is import- 
ant to take immediate steps to rectify 
things." 

{Please turn to page 112) 



\\ illy, sjinii'iii id li) (.Vmral Mill-, s\.i- u I li s I \ -illinium injiirii) llial wa- ih-mt jlili- 
Id crl more lliuil uliutil 1 7 r e (if I In- utulii'iKi'. \(ji-iii \ iintl i Inul knrvs ilium- vsirr ami-- sir) 
-nun, Iml l)-F> linlil- that 1U. •.■{()- 1 I :()() p. in. ^aliinhi) -lnl wa- luu l"ii»|i a liurillc (ur -Imw 

Drill* I'llOebc ttu- mil ilruji|J>'tl liri ;m-r "f l.ilin^-. -a)- ( ..uiiplirll Snip, llmn^li T\ 
-lui\s inul (,i|ilnrril si larjji' -li.trr nf I lie aiidiiiur; linn, u Imli t iiiultii It ipi.ililaliw- ri'-raicli 
-Unlit- wild lauui liiu^ nl -Ituw. cunclu l'<l il wauli il -Imw Willi tlifT-rrrl "i liaracli i " 

Professional I*alh*<*r " ■■■*-»** « -* I a i-riiiial ilruliliiuj; . oppo-iir wrllruiril ( rp- (,uln l, iln- 

( ll> T\ -Imw lli-vi-i «ni \cr> fai. avrra^itt}! a I.">-20 r ' -liarr of amln-i •Mill, -lu»w may m-t\ 

well have M'fveil 1 <■ id ] m i a I y nci-il- nf >|iuii-nr lli'lenr <.nili«, ami hrin ti-cdil nru-illn-li 




22 AUGUST 1955 



45 



"Talking; animals 
played by human siars 
in dailv Hotel For I'ets 
on 'NBC Radio 






PUSSn 

BOOT 
cat 

FOOD 





M^o you like animals? Are 
you a sucker for a floppy-eared. 
^ sad-eyed pup or a dainty, 
frisky kitten? 

Or can't you abide the 
creatures? If not. then 
you probably won't care 
much for the odd little radio 
serial, Hotel for Pets, which debuted 
on NBC Radio last September for an 
experimental run. And therein lies the 
secret of its success. 

For this is network radio in a mi- 
nority-seeking mood. It represents a 
carefully calculated effort 
to "screen" the audience 
through program content, 
to reach prospective purchas- 
ers with as little waste 
coverage as possible. The product is a 
cat food, Puss 'n Boots. 

Premise of the show is a variation 
on an old saw: It takes a pet to catch 
a pet owner. Featured are talking ani- 
mals: Lord Byron the bull dog. Serena 
the cat, and other four-legged and 
feathered personalities, all guests of 
the kindly Mr. Jolly, a retired mail- 
man who established his animal hotel 
to provide for homeless, wandering 
pets. Mr. Jolly and his human com- 
panions are vital to the serial, too. it 
should be noted. 

What makes the program significant 
far beyond what its modest cost and 
limited network reach might indicate 
is the relative scarcity of the prospect 
— in this case the cat owner — when 
compared to the total available radio 
audience. This means that the show 
must do an outstandingly efficient job 
of reaching prospects. 

The fact that Hotel For Pets is com- 
ing back on a regular network basis 
following the summer hiatus is the 
hard evidence that Coast Fisheries, the 
Wilmington, Cah, division of the Quak- 
er Oats Co., is apparently satisfied that 
the program was able to accomplish the 
goals set for it by the company and the 
Lynn Baker, Inc. agency during its test 
period. 

The Puss *n Boots radio story has a 
number of intriguing elements: 



to catch a pet owner, ca 



a It's a case where radio is becoming 
an important advertising weapon, for a 
product that is primarily associated 
with visual advertising. 

• It demonstrates that there is a day- 
time audience for a whimsy-laden serial 
that leans toward humor rather than 
tragedy. 

» It shows how network radio can. be 
used today. The NBC Radio lineup 
employed was developed in non-option 
time and was unorthodox, since it cov- 
ered the country on a selective market 
basis. 

• It shows advertisers how it is pos 
sible to test a program and copy ap 
peals under actual network condition 
before going to a full network. 

• It proves once again that radio re 
mains one of the most economical ad- 
vertising buys around, that one can ge 
outstanding coverage and entertain 
ment via a program on a radio net 
work for a very modest sum. 

To Coast Fisheries a whole new con 
cept of cat food promotion was ridin 
with Hotel For Pets. SPONSOR estimat 
that the show took about 15% of th 
total budget. Approximately the sam 
amount was spent concurrently on th 
Today show over NBC TV. With nexl 
season's expanded lineup on NBC 
Radio, the air medium's percentag 
could easily pass the 20% mark. Tel 
vision plans for the coming fall hav 
not jelled completely yet, but shouU 
the firm go back on tv, it will not b<^ 
at the expense of the radio show. 

Although Puss ? n Boots, which ha; 
been on the market for about 20 years 
pot radio exposure in 1951 
twice-yearly 13-week an 
nouncement schedules in selected mar 
kets, and had done some regional net 
work advertising, the past season' 
venture marks its first national net 
work try. 

For the Lynn Baker agency it rep 
resents the second of two accounts nev 
lo network radio. This agency brough 
Woolworth to CBS Radio in the big 
gest radio show in recent years (se«| 
"Whv Woolworth went into networl 



got 
through 
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inpoints Pnss'n Hoots prospects 

rasons. in tailoriir^' nel radio show to nllracl lii^ii pt» !•«•<» n I ol' cal-ou iumvs 



radio," M'(>N>oi«, 1H April 19.") I. I'u-- 
*n Hoots arronnl exerutive at Lynn 
Maker, Don Culler, explains the media 
thinking uhieh made radio look at- 
tractive: 

1. Radio provides one of the lowest 
cost-per- 1.000 of all the media. 

2. ft makes possible a very yreat 
amount of ad repetition for the money 
>pent. 

3. It is flexible, allowing for last- 
tivinute commercial changes. 

4. Von can move quickly in radio 
when the competitive situation war- 
rants. 

Merwitlug tho autlienvv: Minoriu- 
slanted products are no novelty, of. 
course. W hat complicates the cat food 
promotion problem, says Jack Kline. 
Lynn Baker v.p. and research director, 
is that it is so difficult to screen out 
your prospects through media directly 
channeled to them. There are no large 
circulation publications regularly read 
ay cat owners exclusively. 

This means that waste circulation is 
unavoidable whatever your medium, 
for only about 20 r < of the country 
owns cats, according to Kline. It hap- 
pens, he points out. that your general 
media are also those with the most 
impact. 

"The electronic media."' says Kline. 
*are the most general of all. But we 
felt that radio could he adapted to do 
a large-scale special market job." 

In print, he explains, you can onlv 
rely on your ad copy to select your 
readership. '"The air media alone, 
however, give you the opportunity to 
create the editorial matter. The show 
is thus an experiment whose aim is to 
determine whether il is possible in 
practice to create an editorial content 
which can perform that selective func- 
tion effectively ." 

How well does it succeed in attract- 
ing a "dense cat-ownership?" A re- 
cent survev by J. A. Ward. Inc. reveals 
that the density of cat owners among 
listeners to Hotel For Pets is substan- 
tially greater than among the public 
at large. The fan mail confirms this 
finding. 



It should be painted out, incidental- 
ly, that the show assumes that cat 
( wners are fond of animals in gen- 
eral, rather than of cats only, and that 
therefore its appeal is deliberated 
broadened to reach all pet owners. 

Even if you disregard the research 
evidence concerning the number of cat 
owners in the audience reached, you 
can't help being impressed by the sheer 
size of the Iistenership. Von might 
think such a specially slanted show 
would develop a verv small following, 
hut the ratings are surprises. 

A Pulse study of the fall and earl) 
spring of last season showed the pro- 
gram leading its period in Seattle with 
a rating of 5.0. In Spokane it rated 
5.6. In Chicago it was the number two 
show with a 4.0 I the number one pro- 
gram rated 4.7 1 . In .New York, at 
5:30 p.m. it was again second highest 
with a 2.9. 

.Most impressive evidence yet of the. 
show's impact to agency and client is 
i recent heavy mail-pull. At one pe- 
riod last season the stor\ line had the 

I Please turn to page 98 I 



NEW PUSS N BOOTS RADIO 
SHOW IS BREAKING RECORDS 
f OR FAN MAIL... AND SALES! 



have you heard 

cm 'Jw Nitvu Bto*iai*tittg C xnp*mj Mtwvt 
Fix tfi«4At-c if > « * i limntf *) rf*r Wn^f It 



it's proved riser! a business-bukler 
for your Puss n Boots Cat Food uks 



we know! 



they Ait, H.-» ic y they u t v bu f ml * ft,* 4* * t 

Ubufjon ui tlx the* hdwen ideph J U • tiW ti .1 " t*> T km r*-*f**- 

a record-breaking response 1 

the b*%jt*t ro(«»« at ott k «tf e^rr term u SH* Ana-, «r *rt — |» » 

pet (overs cat owners cat food purchasers! 



y 



Uanl-hillin^ merchandising seek* lu 
overcome casual allitude of grocer* 



Spectacular mail pull brings -miles to Lynn Baker agency account exec Don Cutler 
agency principal Mary Hentley and r-lv head David DurMon. \udienee was a-ked i<> 
comment on conteinplatcd marriage of lead. Interested listeners sent in over 10,000 letter- 




\ 
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Chunky goes national 
on I! 11 !! tv diet $ 

Spot tv buys brought Chunky from bankruptcy 
to $5 million annua] sales in five years 



mm j/T v has built Chunky Chocolate 
Corp. from bankruptcy into a 85-mil- 
lion-a-year business in less than five 
years." Chunky 's 34-year-old president. 
Jeff JafTe. told SPONSOR. 

Chunk) "s success is the more spec- 
tacular in view of the heavy-weight 
competition from the chocolate-bar ti- 



tans which the firm faced when it got 
into business in 1950. Yet. starting 
with a slim five-figure budget in 1951. 
Chunky built distribution of its un- 
usual-sized chocolate bar from New 
\ork into a national operation, on a 
\00 r/ < spot tv advertising effort. 
"We've used nothing but tv from the 



start and the results ha\e convinced us 
that our course is right," says Al 
Erlich, Chunky sales promotion mam 
ager. 

The firm set up its advertising paU 
tern in New York in 1951 and kept up 
the same basic strategy, adding mar- 
kets as the sales, distribution and ad- 
vertising budget expanded. The strat- 
egy boils down to this: 

1. Sponsor a half-hour kid-appeal 
film show. Chunky's earliest film buy 
was Talent Shop in 1951. During the 
next year, the firm sponsored Dick 
Tracy and Ramar of the Jungle. In 
1953, 1954 and through spring 1955, 
Chunky bought Abbott and Costello 
for most of their markets. 

2. For stronger identification with 
the program, have the commercials 
delivered by the stars of the show. 
This provision has generally been part 
of the deal when Chunky buys a film 
show. The candy manufacturer feels 
the heroes of kid-appeal program par- 
ticularly lend more credibility to the 
commercials, make them more palata- 
ble to youngsters and grown-ups alike 
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by adding an eittet tainment factor. 

3. Schedule the program on fi ma- 
jor tv station iu each marki't during 
that period wliieli lias the highest t hil- 
dren's audience, with a boir«s of adnll*. 
Chunky feels lliey achieved this b\ 
picking late-afternoon hours on week- 
ends, rather ihan mid-morning times 
on Saturdays when children dominate 
the audience. The linn therefore gen- 
epalh bought Saturdays or Sundajs 
somewhere between 5:30 and (> :30 p.m. 

Original!) on New York's WABD 
with a $21,000 budget for the 1 9."> I - 
1952 season, Chnnk\ wound up >pring 
1955 in I I markets: /Ibhott ami Cos- 
Irlln on Saturdays 0:00-6:30 p.m. on 
WliCVlT, New York; WBZ-TV Bos- 
ton; WIT/. Philadelphia; WXBO. 
Chicago ; CKIAV-TV, Detroit: WNBK. 
Cleveland: WAAM. Baltimore; WKC- 
TV, Washington. I). C: WSB-TV. 
Vtlanta, In Pittsburgh's KDKA-TV. 
the slioiv was seen Sundays 1:30-2:00 
p.m., and on Buffalo 's WGR-TV, 
Chunk) sponsored Ramar of the Jungle 
late Saturday afternoons. 

"A graphic illustration of our sale? 
success." sa\s Chunk) sales v. p. Oleck 
Ahrahamson. "would have to show 
Chunk) sitting 1>\ a tv set. We have 
ke\ed our distribution to the metro- 
politan centers that are major tv cov- 
erage areas. 

Toda\. Chunk) sells in some 250.000 
retail outlets out of an estimated 750.- 
1)00 in the conntn. The hulk of the 
sales,, perhaps to 90'?. however, 
derive from 50 major tv markets. This 
fall the firm I through its agenc\ Hil- 
ton* & Higgiol intends to blanket these 
cities by sponsoring a half-hour of 
Super Circus. ABC TV. on alternate 
^undavs 5:00-5:30 p.m. in 47 cities. 
T Title show had a 15.2 rating in Jan- 
uary-April 1955 on Nielsen's multi- 
network average audience study against 
NBC TV's 9.3. CBS TVs 7.7.'} While 
fhe bulk of the firm's SPONSOR-esti- 
mated $350,000 budget will go into 
this network tv effort. Chunkv expects 
to use spot tv in selected cities. 

C fiiiu/'i/'.v sales ijiiiWcim.v: From 
the beginning, tv helped Chunkv in its 
tough up-hill fight. When Jeff Jaffe 
bought out the bankrupt Chunky firm, 
he faced considerable resentment from 
the trade against the previous manage- 
ment. Beyond this difficulty with the 
"ttade. the new owners found them- 
selves stuck with a product that had 
not managed to get consumer accept- 
ance during its previous 10 years on 



the market. The main reason for this 
was Chunk) s odd. stubby, virtually 
square size, that made the chocolate 
bar seem smaller than competing 5* 
bars, despite its equal weight and 
content. 

As if this dual handicap weren't 
sufficient. Chunky entered the field 
during a critical \ear in the candy 
business. The war had been over for 
a sufficiently long time so that the choc- 
olate demand had leveled off. 

''It was a particularly competitive 
year in the candy business," Jaffe re- 
calls. ' In fact, Chunky would have 
seemed like a very poor bet to a gam- 



bler, but gamble we. did/' 

The new Chunk) executives man- 
aged to hedge the bet from the start 
In turning a handicap— the chocolate 
bar's size — into an advantage. "In a 
\er\ competitive bu^ine«>. our odd size 
made u« stand out."' sa\s ErHeh. 

From that point onward, however. 
Chunk) s fight for retail outlets and 
consumer acceptance was on. The firm 
and its agency (Peck Advertising un- 
til spring 19551 decided that the ad- 
vertising budget was too slim to spread 
over several media. And, since every 
candy manufacturer's aim is the small 

(Article continues on next page I 



CHUNKY'S TELEVISION 1 STRATEGY 



Sponsor half-hour film show- geared to juvenile audience*, so thai pnxlucl 
becomes identified with enterlainnient. Show- should hasp some adull appeal 



Have -tars of show deliver commercial*. Heroes of kiil-appeal program* 
lend more credibility to the pitch and make commercials more memorable 



Schedule programs in earlj-evetiiug hour- when kid Mewing i- high, bill 
adult viewing i* starting. Chunky concentrates on top tv outlel in each market 



Capitalize on unusual v i - u a I angle of product, (ihunky turned -ize handi- 
cap into -elling point by talking quality, stre-sing recognition of odd shape 
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fry primarily, tv entertainment on a 
limited scale seemed the answer to the 
advertising problem. 

Sales struWfiu- Tv was also a par- 
tial answer to building good will 
among the trade. Chunky manage- 
ment soon found that tv program spon- 
sorship gave them prestige among the 
wholesalers, made it easier for them 
to sell the produet to retail outlet?. 

Just to keep the pressure on the 
wholesalers going from both ends 
(manufacturer and retailer), Chunky 
used a system of "missionary men" 
whom the firm still employs. These 
'"missionary men" are salesmen em- 
ployed by Chunky to go to retailers 
and sell them no more than one or two 
boxes of Chunky in order to perk up 
interest in new outlets. "A pump-prim- 
ing operation," JafTe calls it. 

Chunky actually sells directly through 
brokers, who in turn sell to the retail 
outlets. These outlets include many 
large grocery chains or super markets, 
the large syndicate stores, vending ma- 
chine operators, independent grocers, 
and theater concessionaires. 

Chunky used two other devices to 
insure a rapidly expanding distribu- 
tion: (1) lower price to wholesalers; 
(2) trade deals to retailers. In terms 
of the wholesalers this has meant that 
Chunky generally undersold its com- 
petition slightly , operating on a slim- 
mer margin of profit. That is, Chunky 
would sell to wholesalers at about 800 
a box, when the going rate is 850. One 
of the trade deals one can give to re- 
tailers is to package perhaps 26 rather 
than 24 in a box. 

Expanded line: \ n or d er to get a 
broader range in distribution outlets, 
Chunky has continuously expanded its 
line to include various price ranges 
and package sizes. Five y ears ago, the 
firm started with just the 50 Chunky 
and a side-line of sugar-toasted peanuts 
to somewhat equalize the seasonal sales 
dip (fall-through-spring) of chocolate. 

In 1951. Chunky added a line of 20 
Chunkies, six months later a 100 groc- 
ery package Chunky. This year the 
firm is introducing a 390 family-size 
bar. ''The super markets really start- 
ed the trend toward a wider range in 
price and packaging," says Erlich. 

The firm now has the following 
packages of chocolate: 20, 50, 100, 
250 for theater distribution, 290 and 
{Please I tint to page 108) 
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SCOUTS ASk: "IS YOUR RADIO ON? TO WHVI" STATION A HE VOL LISTENING?" 

BOY SCOUTS MEASURE CAR RADIO 

KONO surveyed auto listening inexpensively using Boy Scouts, 
national auditing firm. 33,736 cars were covered for $1,500 

It oy Scouts are good for more than helping old ladies cross the street 
and starting fires with wet wood. With their training in discipline and 
efficiency they are well suited to conduct local level surveys at a low cost. 

KONO, San Antonio, recently completed a survey of automobile listen- 
ing, using 11 Boy Scout troops to conduct the interviews. The San An- 
tonio Police Department selected the traffic centers where the boys could 
safely approach cars stopped lor traffic lights and ask: "Is your radio 
turned on? To what station are you listening?" 

The scouts worked in two-hour periods (from 5:00 a.m. through 9:00 
p.m.) for seven days under the supervision of Scoutmasters. After each 
interview period the Scoutmaster in charge assembled the questionnaires 
and mailed them in pre-addressed, pre-stamped envelopes to Ernst and 
Ernst, national auditing firm. 

Neither the boys nor the people approached knew that KONO, an in- 
dependent, was sponsoring the survey. The survey cost the station 
$1,500, most of which went to the Boy Scout troop funds and to in- 
dividual scouts as compensation. 

The questionnaire sheets listed the number of passengers in the car, 
whether the radio was on or off and if on. tuned to which station. The 
boys also made a count of the total number of cars which passed through 
each traffic center. 

A total of 33,736 cars were covered. The average percentage of seis- 
in-use was 25.42. The greatest listening period was between 7:00 a.m. 
and 9:00 a.m. — 29.54% of sets were in use. The lowest period was be- 
tween 9:00 and 11:00 a.m., when only 20.0% of the sets were on. 

KONO rated an average of 30.13% in the seven-day period. Commer- 
cial Manager Bob Roth commented, "Imagine the spot we would have 
been in if we showed up unfavorably in the share-of-audience rating." 
General Manager James M. Brown summed up the experiment: "This 
plan makes it possible for even an individual station to make an accurate 
survey at reasonable cost, with a heavy concentration of interviews and 
still make use of an outside service." 

KITE, also an independent, ranked second, earning a 19.82% average 
share-of-audience. They sent out a letter complimenting KONO and 
pointing out that it's the independents in San Antonio who have the 
greatest percentage of automobile listening. JK * if 
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anadiau radio and television: IDi 



Tlii>- xfoav's radio-television highlights 

With Inst season being television's first big 
one. nighttime network radio felt the brunt 
of video's glamor. However, radio listening in 
tv markets in general has not been affected 
too much and in French-speaking homes daytime 
listening is actually up. Nighttime network 
sponsors are moving to spot radio and saturation 
packages are in demand. Tv time is hard to 
find, one reason being the single-station-per- 
rnarket policy of the government but this policy 
may be on its last legs. Tv network costs are 
high but considered realistic by ad agencies. 
Production costs are low compared to U. S. prices. 
As for the Canadian market itself, the people 
are more prosperous than ever with wages rising 
and prices remaining relatively steady. Farm areas 
still represent a soft spot in Canada's economy. 
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HIGH TENSION LINES SILHOUETTED AGAINST RAPIDS SYMBOLIZE CANADIAN EFFORTS TO TAME ST. LAWRENCE 



kip Canada: the boom resumes 

Economy's basic strength keeps effect of ! 53- ? 54 recession to minimum 



C^anada is like the L.S. and yet un- 
like it. It is a blend of British and 
U.S. influences, plus French-Catholic, 
plus something indefinably Canadian. 
There is nothing mysterious about it, 
but you can't do very much of a job 
advertising to Canada by remote con- 
trol. You need experts and know-how. 
Eut once you've gotten the knack 
you 11 find Canadians are responsive. 
And they've got more money to spend 
than ever as the questions and answers 
starting below indicate. 

Q. How is the Canadian market 
doing at the present time? 

A. In the words of C. D. Howe, the 
Dominion"? Trade Minister: "The Ca- 



nadian economy is booming like never 
before." Trade Minister Howe recent- 
1\ completed the 1955 midyear survev 
of capital spending plans, a crucial 
indicator of economic trends, and 
upped his previous estimate of total 
1955 spending in this category. The 
first estimate had been S5.8 billion, 
the newer one 85.95 billion. This lat- 
ter figure represents a record amount 
of spending for the Dominion and is 
8'v above 1954. Already disclosed are 
figures showing gross national product 
for the first quarter of 1955 is up. 

Some of the increases in capital 
spending are well above the a\erage. 
For the mining and oil industries the 
expected jump over 1954 is 28' r . The 



figure for manufacturing is 14^ ; for 
housing. 13'^: for government. 12T. 

Q. What's behind the Canadian 
economy's post war boom? 

A. Canada is rich in natural re- 
sources, some of which have just be- 
gun to be exploited. Most important 
in terms of Canada's growth are water 
power, iron ore and oil. Canada's ex- 
ploitation of water power is dramati- 
cally symbolized by its work on the 
St. Lawrence Seawa\ (picture above I. 
This was begun last \ear as a joint 
project with the L.S.. following dec- 
ades of vacillating on the part of Can- 
ada s southern neighbor. First ship- 
ments of iron ore from northern Lab- 
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1 VPITVL s 1'KM)1M;, an important indicator of ci oiiomic in iul», i- 
ull I Il<- iiu'Ti'4-i - in (.anada. 1,-liinali for lln* ln-l -ix uiiirilli<i of IV"i."> 
indicate tlii — k i Hi 1 'if -.jn'iitlinK will l» - ffr ahove -:i'lic period I i-l yar 



\ \Tl K VI, RK>01 RU.>, the f ii* -I fur Cjimd;!*-. |>ooln. ,u«- jii-t |n-«iii. 
nun; tn lie exploited. M. I . j\n relict- Nana) **a« In ami la-1 >rar. Vl-o. 
«]iipment» uf irun on- from Labrador wildcrn ■-» haw pmti n uiii]>r v>a\ 



I)L>I*1TK ftKCKS'MON I N l'Ji.'5-.i I, cuii-iinii r < xp< i)ii ur<-- <ui fiixicl- 
- 1 nt] »< nice- did nut lias;. \<i\\. jiri > — nalinnal product Injure, are 
mi tlir ri»e agiiii. Like I .>.. fjimiiif.' ii-pir-i ni« «ofi -pni In I't-oiioiin 



1*1101)1 CIS rOH HOME 4io\\ed up among hi-v-i ri-e- in retail 
sale- during pa»l decade anil a half. \piiliann*. radio-!* -tore- and 
)um)>t r. hnildin" material dealer* had -ale- inerca-e- al»ne H)() r 'r 



W AGE E.VRNKH> haw hcen gening murr. money while the price index 
Ikh remained relatively stable during pa^t three >rar<. 4iowni<£ a 
ri>c in real income anions the Dominion's fn f-niillinii-pln- wurk-r- 



radnr's I ngavji fields also began 1h-i 
fear. \\ ilh tin 1 ilis'invr) of oil in the 
Ubrrminicin*s prairie- provinces in 1917, 
Canada IttH'attw inure sr|f->tillieicnt in 
i-l resource a.i important lu peace as it 
is to war, 

'rite market fur Canada's e\ ('['-grow- 
ing production its population i». al- 
fip growing. 1 lie total population on I 
Mareli 1955 wa> an estimated I 5,4152,- 
000, ti|) 2J57.000 from tin- previous I 
June'. This max look small be>ide On* 
iucrea>es registered in I lie I .>.. which 
axe alinn>t 10 times greater, lntt the 
rate of increase in Canada about 
2 ' i is greater than tliat in the 
l/.S.. which is less than 2'(. 

Canada's population is a niodern 
population, buying the product.- turned 
out by an industrial society. Contrary 
tci the impression in some quarters 
(though less and less common I . the 
Dominion is not inhabited primarily 
by Indians and Eskimo.*, According 
to the 1951 census, there were 1.55.874 
Indians and only 9,493 Eskimos. 

Q. Are Canadians buying more 
goods now than last year? 

A. Though Canada's gross national 
product declined from $24,449 million 
in 1953 to 824,041 million in 1954. 
personal expenditures on consumer 
goods and services did not lag. As a 
matter of fact they increased. Part of 
the increase was due to a slight jump 
in the price level but even in terms of 
constant dollars there was an obvious 
increase in expenditures. 

Actually Canada's recession was 
non-existent outside of the farm pic- 
ture, which, as in the U.S.. has not 



been as bright as the rest of the econ- 
omy. According to J. A. Calder. presi- 
dent of the Canadian Manufacturers' 
\s-ociation. the decline in plnsic.il 
output ( primarily in farm production) 
in the nine months from mid-1953 was 
not as great as in the U.S. In addi- 
tion, he said, consumer goods and ser- 
\ ices increased relatively more in Can- 
ada than for its southern neighbor. 

The upturn in Canada began after 
mid-1951 and was particularly promi- 
nent in last year's fourth quarter. The 
gro-s national product for that quarter 
I excluding net income of farm oper- 
ators) was higher than the peak third 
quarter of 1953. 



Q. What kinds of products have 
Canadians been buying most? 

A. Between 1939 and 1954 all retail 
sales increased 3o9'i. Among the 
leading retail groups two stand out in 
registering sales increases during that 
period. Appliance and radio and tv 
:«et dealers showed increases of 7o9'< 
while lumber and building material 
dealers boasted a hike of 714 f r, illus- 
trating that the Canadian s heart is in 
his home and that he is making it a 
better place in which to live. 

With his increasing xvealth. however, 
the Canadian is eating out a lot more. 
Betsveen 1939 and 1951 restaurant bus- 
( Please turn to page 116) 





Canadian radio: daytime is hot 

Saturation buying, move from network to spot mark adjustment to video 



^ anadian radio cover? Canada's vast 
distances like a blanket, evokes the 
lojalty of its listeners, effectively ad- 
vertises the goods of its sponsors. It 
is meeting the competition of tv with 
methods similar to those used in the 
l.S. That's the over-all picture. Here 
are the details in question-and-answer 
siyte on the iatesi i rends. 

Q. How much has Canadian ra- 
dio grown in the past year? 

A. There are now* 176 commercial 
stations in Canada, nine more than 
last year at this time. Of the total 155 
are private and 21 are government- 
owned and operated by the Canadian 
Broadcasting Corporation. The new 



stations are all privately operated. 

There have been no recent tabula- 
tions of the number of radio homes 
but based on last year's figures, spon- 
sor estimates the number to be about 
3. {550,000. This is a projection of ra- 
dio homes counted last year by the 
Bureau of Broadcast Measurement, the 
agency-advertiser-broadcaster support- 
ed measurement agency. BBM mea- 
sures radio station circulation as well 
as radio homes on even-numbered 
years and the count as of 1 January 
1954 was 96.47* of 3,866.000 house- 
holds or 3,727,000 radio homes. Since 
the population is increasing at the rate 
of 2 l /-2 C % a year, the number of house- 
holds at present is assumed to be about 



four million. (The Dominion Bureau 
of Statistics estimated the number of 
radio household in all of Canada last 
September at 3,598.000.) 



Q. How many places to listen are' 
there in Canada? 

A. The DBS last September estimat- 
there were about five million home 
radio sets in Canada plus about 850,- 
000 auto radios (or 1.6 radio sets per 
household). Including radios in pub- 
lic places, DBS put the total figure at 
more than six million sets. 

Since the DBS calculation more than 
400,000 new radio sets have been pur- 
chased of which about a third are in 



Daytime web shows now get bigger audiences than nighttime. Soap 
operas are popular but so is U.S.-originated "Breakfast Club" 
(top photot. French-Canadians also like soapers. "Maria Chap- 
delaine" (bottom photo) is on French network during the day 




Stations are pinpointing shows to specific audiences. Kid show 
sponsored by Robin Hood flour on CHUB, .Nanaimo, B. C, features 
bicycle prizes (top photo). Cooking show sponsored by Swift on 
CKOV, Kelowna. B. C pulls 3,500 women to arena (bottom photo J 




SPONSOR 




autos. Then* lire no figure* on how 
iiiiin\ of these sets represent icplaer- 
infills unci how mam ieprr>mt new 
places to listen l>nt n safe guess would 
be that about half are- new places to 
listen. Tims, there are about (>,25! ),()()() 
places to listen to Canadian radio. 



Q. Where in the home are these 
new radios going? 

A. Canada has bad no studies like 
those in the I .S. which pin down spe- 
rifiealh how mam radio*, are "oin" 
into bedrooms, dens, kitchens and so 
forth. Hut just as was apparent to the 
naked eye that tv in the L'.is. was dis- 
persing home radios all over the house, 
so this trend is apparent in Canada to- 
day. 

The one million or so auto radios 
As for sets in the home, a look at 
the t\pes now being sold is a tipoff as 
to where they are going. KETMA of 
Canada reports that during the first 
six months of this \ear 115.143 non- 
auto radios were sold l>\ manufactur- 
ers. Of these more than 46.01)0 are 
standard am receivers selling for un- 
der $30. Another 35.000 fell in the 
$30-850 price range. Only 4.205 were 
for sale at more than $50. 

In addition, there were 18.315 clock 
sets, which usually go into the bed- 
room. There were more than 20.000 
batter\ radios which usual!) go all 
over the map. About 5.600 were multi- 
band radios. 2,600 of which were for 
sale at less than $65. 

The remainder of the 145,000 sets 
are accounted for by radio-record play- 
er combinations, which is the only 
RETMA category including the con- 
sole-t\ pe radios which could end up 
in the living room and which could 
be in competition with tv. There were 
14.795 sets sold in this category, of 
which 3.251 were table or portable 
models. The remainder were console- 
t\ pe radios. 

It is apparent, therefore, that the 
auto radios, the small radios, the port- 
able radios — which make up about 
90 r < of all radios now sold in Canada 
— are either not in competition with tv 
or can be easily removed from compe- 
tition with tv. It must be remembered, 
too. that most Canadian homes are 
non-tv homes at present so that prob- 
ably many of the radios bought have 
no tv competition to speak of in the 
first place. 

I Please turn to }>age 121 1 
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5 STATIONS SELL 500 AUTOS 

They teamed up, coordinated copy and promotion, helped push 
$1.25 million in car sales for one Vancouver area dealer 

/\ tremendous selling and merchandising campaign, in which 
five Vancouver area radio stations participated as a team, re- 
sulted in new car sales of SI. 25 million during four weeks this 
spring for one auto dealer. Thi- represented 500 ears or triple 
the normal sales volume. Total ad co>t: $16,000. 

The advertiser, Dueek on Broadway, said to he Canada's largest 
auto dealer, bought 880 announcement* on CJOK, CKW X and 
C-FUN. Vancouver; CKLC. North Vancouver, and CKNW, New 
Westminster. An identical schedule, 30 15-second announcements 
and 146 one-minute announcements, was used on all outlets. The 
stations worked together coordinating copy ideas and attention- 
getters. 

Key gimmick in the campaign, which moved 500 Chevrolet^, 
Old-mobiles and Cadillacs, was Dueek's "Partner- in Profit Pro- 
gram." Each new car buyer received at least 10 certificates worth 
$4.50 each. The certificates entitled the buyer to additional divi- 
dends, depending on bow many ears were sold. At the campaign's 
end each certificate was worth $8.25. Nearly $50,000 in ca-b \va s 
distributed to car buyers, 

In addition to the new car? sold, a reported $500,000 in u?ed 
cars were moved. Hundreds of other prospect- were in Dueck's 
files due to the weight of the saturation drive. The $16,000 in ad 
money w as divided between radio and new -papers with radio get- 
ting 55^ . The drive began with teasers on 15 Mav. ended 13 June. 



* * * 



(A complete story will appear in a forthcoming issue.) 
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Time liarcl to find but governing nt*s oiie-.statioii-per-iiiarket 




Q. What are the dimensions of 
tv in Canada? 

A. Last season was Canada's first 
big tv year as 14 additional stations 
came on the air, making a total of 27 
at present. Another seven stations have 
been approved, all but two of which 
will be on the air by the end of the 
year. Licenses for two more stations 
have been recommended by the Ca- 
nadian Broadcasting Corp. Their own- 
ers await final approval by the Depart- 
ment of Transport, but CBC recom- 
mendations are almost invariably ap- 
proved. 

As of the end of last May, accord- 
ing to the CBC, 36% of all Canadian 
homes were tv-equipped or a total of 
about 1.350.000 homes. However, the 
pace of tv set sales has been increas- 
ing steadily since 1953 and, if this 
faster pace continues, a conservative 
estimate of additional tv homes by the 
end of the year would be about 550.- 
000, making total tv saturation about 
50%. 

CBC figures also showed that at the 
end of May 75% of all Canadian 
homes were within range of at least 
one tv signal while 49T of those with- 
in range had tv sets. The phrase "at 
least one tv signal" is used advisedly 
since, with two exceptions, there is a 
government policy at present of per- 
mitting only one station per market. 
(The two exceptions are Montreal and 
Ottawa, where the CBC operate? 
French as well as English stations. I 
This has made it difficult to find com- 
mercial time on Canadian video. 



One-third of time devoted to Canadian 
produced shows on CBC's tv network are 
sponsored, one of them being the weekly 
"Frigidaire Entertains" (see top photo) 

U.S. produced programing on Canada's 
tv network takes up almost half of all 
time. "Our Miss Brook*" is sponsored by 
General Foods in Canada as well as U.S. 

Coa>l-lo-coasl live web is set for 1958. 
I'ntil then shows like "Burns Chuck- 
wagon" from Vancouver must be shown 
in eastern and midwe^tern markets via kine 
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Q. What's behind this single-sta- 
tion policy? 

A. This policv was instituted bv tin" 
government on the tlicorv that, if there 
wa< such prohibition, there would 
be a rush on by broadcasters to get 
into the big markets while the smaller 
and less profitable market* would be 
ignored. The go\ eminent felt that, 
teking Canada's vast distances into 
consideration a single station policy 
would provide national tv service soon- 
er than a Inissez fairr policy. 

In earning out this policy, the gov- 
ernment set a>ide for itself six top 
market- in Canada. In order of popu- 
lation the v are Montreal. Toronto. 
\ ancouver. W innipeg. Ottawa and Hal- 
ifax. Except for the last-named area, 
they are the largest markets in Can- 
ada. The other markets were left to 
private enterprise. Thus, including the 
two French stations, CBC has eight 
video outlets now operating, while pri- 
vate broadcasters have 19 now on the 
air with another nine either approved 
or recommended. 



Q. Will this single-market pol- 
icy be junked, thus opening more 
time to advertisers? 

A. The government's claim that pri- 
vate broadcasting would not provide 
national service as quickly as under 
the present policy has been denied by 
broadcasters, who also point out that 
Canadians are being deprived of a 
choice in their programing (aside from 
border areas). 

The single-station policy had never 
been considered as a permanent affair, 
of course, but until recently there was 
little inkling as to when it would be 
revoked. Early this month, however, 
the government disclosed that a Kov al 
Commission to study radio and tv in 
Canada will be set up soon. The sin- 
gle-station policy will undoubtedlv be 
one of the subjects probed bv the com- 
mission. 

A hint of which way the wind is 
blowing came from a House of Com- 
mons committee which declared two 
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month- ajio that while the sinj;le->ta- 
t roil policv "ha* pnned to be a desir- 
able one ... it- application involves 
ceitain technical and oilier difficulties 
which would warrant further stiuh of 
the question.*' 



Q. Aside from the single-station 
policy, would a Royal Commission 
study of broadcasting go into oth- 
er areas affecting air advertising? 

A. Two other hot subjects, are ex- 
pected to he studied In the Koval Coin- 
mission. One is that of an independent 
regulator) board for broadcasting. 
1 he Canadian Association of Radio 
and Television Broadcasters has been 
urging this for some time. In the 
words of CARTBs sales director 
Charles Fenton. private stations face 
a situation wherein CBC is "judge, 
jury, policeman, competitor, prosecu- 
tor, hangman, all in one.*' The CAB.TB 
would continue CBC as a national 
broadcast and programing sen ice. hut 
would not permit it to regulate the sta- 
tions it competes with. The idea of a 
regulatory body was recently rejected 
by a Commons Committee and the Ad- 
ministration is opposed to it. 

The other issue is the money being 
spent on tv by CBC. Though CBC now 
has a monopoly in six rich markets 
and sells time to advertisers, it spends 
more than it take- in. one reason be- 
ing that onlv a limited amount of time 
is commercially sponsored. This makes 
it even harder to find time on Canadi- 
an tv than it would otherwise be. 



Q. Why is commercial time lim- 
ited on tv? 

A. The government-owned CBC. 
which controls network tv program- 
ing (and network radio programing 
as well) plu- eight tv outlets i> not 
primarily interested in making monev 
but in providing what it consider- to 
be a national programing service. Ca- 
nadian-oriented and with something in 
it for everybody. As a result these 
factor.- discourage sponsorship: 



1. I he (JSC w jut* lo encourage Ca- 
nadian talent as a matter of policv. 
Some Canadian-produced .-how- ^et 
good aiidiciice- but quite a number do 
not. At the same time it -ets limit- on 
the amount of I .S. programing, wbi'h 
is quite popular in Canada. 

2. The CBC program- to all kind- 
of audience-. Mwne of which, of course, 
are bound to get small ratings. 

3. T he CBC ha- a ha nl-to-dc-cribe 
but nevertheless effective policv ;:gains| 
'"too much" commercialism on the air. 



Q. Has there been any evidence 
of a change in CBC policy toward 
commercial sponsorship? 

A. CBC has been more liberal to- 
ward sponsorship on tv than it was on 
radio. Even in 1953. when tv had just 
gotten under way in Canada, ouh 
cbout 29' r of network radio programs 
were sponsored. However, according 
to a study of last season - CBC tv net- 
work schedules, more than half of the 
{/'lease turn lo / age 119 I 



U.S. -taiion competition in border areas 
i- mei liy local-planted shows. Privately- 
owned siaiinn CIICII-TV in Hamilton, tel- 
eca^i- Canada'- national sport, lacrosse 
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Charts cover multi-set homes, auto radios, other key facts 
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Auto radio sales arc running 
at twice the rate of last 


CANADA . . 


. , 2,602 


(72) 


758 (21) 


173 


(5) 


65 


(2) 


year and during the first 


Newfoundland 


65 


(89) 


7 


(10) 


1 


(1) 






six months of this year total 


Prince Edward Island 20 


(91) 


2 


(9) 










radio set sales by manufac- 


Nova Scotia 


107 


(73) 


30 


(20) 


7 


(5) 


3 


(2) 


turers eanie to 217,121, 


New Brunswick 


89 


(80) 


17 


(15) 


4 


(4) 


1 


(1) 


of which 145,143 sets were 
for the home. SPONSOR'S 
estimate of current radio 


Quebec 
Ontario 


737 

828 


(79) 
(63) 


155 
318 


(17) 
(25) 


27 
86 


(3) 

(7> 


9 

35 


(I) 

(3) 


homes is 3,830,000, a 


Manitoba 


144 


(68) 


52 


(24) 


12 


(6) 


4 


(2) 


projection of the 1 January 


Saskatchewan 


175 


(80) 


36 


(16) 


6 


(3) 


1 


(1) 


1954 radio homes figure 


Alberta 


200 


(73) 


58 


(21) 


11 


(4) 


5 


(2) 


of the Bureau of Broadcast 


British Columbia 


237 


(68) 


83 


(24) 


19 


(6) 


7 


(2) 


Measurement. 


SOURCE: Dominion Bureau 


of Statistics, September 19j4 















HOW HOMES HAVING CARS AND 
CAR RADIOS VARY BY PROVINCES 



TOTAL WITH WITH R'DIO WITHOUT 
AUTO (000) (000) RADIO (000) 



CANADA 



Newfoundland 
Prince Edward Island 
Nova Scotia 
New Brunswick 

Quebec 
Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Columbia 



2,044 

16 

9 
74 
45 

357 



126 
146 
172 
214 



804 1 1,240 



2 
24 
16 

154 
329 

48 
63 
82 
81 



11 

■ 

50 
29 

203 
556 

78 
83 
90 
133 



ilncludlni! ill, 000 automobile households with 2 or more automobiles where at 
least one automobile Is radio-equipped 

SOURCE: 1)1!. S . September 1054 



T^P' PERCENT HOMES HAVING RADIOS 
IS NEAR SATURATION LEVEL IN CANADA 



NO. (000) 



CANADA , .... 3,598 

Newfoundland 73 

Prince Edward Island 22 

Nova Scotia 147 

New Brunswick 111 



PERCENT 



96 

91 

92 
96 
94 



Quebec 
Ontario 



928 
1.267 



97 
97 



Manitoba 

Saskatchewan 

Alberta 

British Columbia 



212 
218 
274 
346 



95 
96 
97 
96 



SOURCE: D.B.S., September 1934 
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SPONSOR 




Here are the I acts: 



1 



2 



3 



4 
5 



Since the inception of Canadian TV in September iy.">2. Canada 
lias experienced proportionately tin* fa-te-t growth of population 
coverage 1>) T\' of an\ country in the world. Toda\, the 
CP>C Television Network, including CUC-owncd station? and 
privately-owned affiliates, serves 1.500.000 tele\ i-ion homes in 
2o major market areas from coast to coast. 

Additional stations will soon he on the air . , . in St. John's. 
Newfoundland lCJ0\-T\) and Barrie, Ontario (CKVR-TVl. 
New stations are scheduled for operation later in the year in 
Jonquieres. P.Q.. Sherbrooke. P.Q., Chai lottetow n. P.E.I.. 
Winghani. Ontario, and Lethbridge. Alberta. 

75^ of the Canadian population is now within ihe sen ice range 
of television stations . . . and of this number. 50 r i have 
television sets. 

More live television programs are now produced in Canada 
than in am country other than the United States. 

Canada is second in the world in the number of TV stations, and 
second in the proportion of the public who watch television. 



Stations of the 

CBC Television Netw 



Atlantic Helton: 



CJON-TV 

CBHT 

CJCB-TV 

CKCW-TV 

CHSJ-TV 



St. John's Nfld. 
Halifax, N.b. 
Sydney, N.S. 
Moncton, N.B. 
Saint John, N.B. 



>li«I- 


Kn.%teru lit si'tin- 


CBLT 


Toronto, Ont. 


CHEX-TV 


Peterborough, Onf. 


CKWS-TV 


Kingston, Ont. 


CBOT 


Ottawa, Ont. 


CBMT 


Montreal, P.O. 


CHCH-TV 


Hamilton, Ont. 


CKCO-TV 


Kitchener, Ont. 


CFPL-TV 


London, Ont. 


CKLW-TV 


Windsor, Ont. 


CKVR-TV 


Barrie, Ont. 


CKSO-TV 


Sudbury, Ont. 


CJIC-TV 


Sault Ste. Marie, Ont. 


CFPA-TV 


Port Arthur. Ont. 



Prairie Ilegion: 



CBWT 

CKX-TV 

CKCK-TV 

CFQC-TV 

CHCT-TV 

CFRN-TV 



Winnipeg, Man. 
Brandon, Man, 
Regina, Saslc. 
Saskatoon, Sask. 
Calgary, Alta, 
Edmonton, Alta. 



Pacific Kcyion: 



CBUT 



Vancouver, B.C. 



Quebec Kefiion: (French) 



CBFT 
CBOFT 
CFCM-TV 
CJBR-TV 



Montreal, P.O. 
Ottawa, Ont. 
Ouebec, P.O. 
Rimouski, P.O. 



The CBC welcomes the opportunity to work closely witli advertising 
agencies and their clients and to cooperate with them to the fullest possible 
extent in the effective use of Canadian network television, and in the creation 
and production of Canadian talent programs, both French and English. 



CANADIAN BROADCASTING CORPORATION 

Commercial Division 

354 Jarvis Street, Toronto 5, Ontario — 1425 Dorchester St., W., Montreal. P.Q. 
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Canadian television 



Sat sales by areas and latest data on video outlets shown 




^ r hile C:ma<la had 36% iv set saturation hy last May 
figures at right show nearly all of this was concentrated 
in two provinces, Quebec and Ontario, which contained in 
May all hut ahout 270,000 sets. However, 14 stations 
eainc on the air last season and new set sales are 
expected to >ct a fast pace in area* other than Central 
Canada. More than 73% of Canada's honics are covered 
hy iv signals and hy now more than 30% of the homes in 
tv areas have tv sets. A eoast-to-eoast microwave 
relay network is planned and is expected to he completed 
sometime in 1958. It will he 3.800 miles long. 



JL SET SALES VARY BY AREAS 


AREA 


NUMBER OF SETS SOLD 


NOVA SCOTI\ 


25,667 


NEW BRUNSWICK 


25,801 


NEWFOUNDLAND 


583 


QUEBEC PROVINCE 


413,055 


TORONTO AREA 


316,511 


HAMILTON-NIAGARA AREA 


138,143 


WINDSOR 


96,113 


OTTAWA AND EASTERN ONTARIO 


87,165 


REST OF ONTARIO 


106,477 


PRAIRIE PROVINCES 


112,793 


BRITISH COLUMBIA 


105,661 


TOTAL 


1. 127.969 


SOURCE: RET MA of Canada, manufacturers' sales 


through May, 1953 




27 STATIONS NOW ON AIR. 6 MORE EXPECTED BY END OF YEAR 







S T A 


T 1 O N S 


O N 


A 1 R 














Inter- 


Class A 










City 


Call letters 


Ch. no. 


connected 


1 -hr. rate 


Date on a 


ir 


U. S. Reps. 


Can. Reps. 


SYDNEY. N T . S. 


CJCIS-TV 


4 


no 


$230 


9 Oct 


'54 


Weed 


All-Canada Tv 


HALIFAX, N. S. 


CBIIT 


3 


no 


S220 


20 Dec 


'54 


CBC 


CBC 


ST. JOHN, N. B. 


CIISJ-TV 


4 


no 


S240 


23 Mar 


'53 


Weed 


All-Canada Tv 


MONCTON, N. B. 


CKCW-TV 


2 


no 


$220 


3 Dee 


'54 


Canadian Stn Repst 


All-Canada Tv 


RIMOUSKI. QUE. 


CJI5R-TV 


3 


no 


$200 


21 Nov 


54 


Canadian Stn Repst 


Horace N. Stovia 


QUEBEC. QUE. 


CFCM-TV 


4 


yes 


$280 


17 July 


'54 


Weed 


Jos. A. Hardy 


MONTREAL, QUE. 


CI5FT 


2 


yes 


$800 


6 Sept 


'52 


CBC 


CBC 


MONTREAL, QUE. 


CKMT 


6 


yes 


$600 


10 Jan 


'54 


CBC 


CBC 


OTTAWA, ONT. 


CBOT 


4 


yes 


$320 


2 June 


'53 


CBC 


CBC 


OTTAWA, ONT. 


CBOFT 


y 


yes 


S230 


2 June 


'53 


CBC 


CBC 


PETERBOROUGH, ONT. 


CIIEX-TV 


12 


yes 


$220 


28 Mar 


'55 


Weed 


All-Canada Tv 


KINGSTON. ONT. 


CKHS-TV 


11 


yes 


$240 


9 Dec 


'54 


Weed 


All-Canada Tv 


TORONTO. ONT. 


CI6LT 


9 


yes 


§950 


8 Sept 


'52 


CBC 


CBC 


HAMILTON, ONT. 


CIICII-TV 


11 


yes 


$400 


7 June 


'54 


Canadian Stn Repst 


Horace N. Stovin 


KITCHENER. ONT. 


CKCO-TV 


13 


yes 


$350 


1 Mar 


'54 


Weed 


Jos. Hardy 


LONDON, ONT. 


CFPL-TV 


10 


yes 


$370 


28 iVov 


'53 


Weed 


All-Canada Tv 


WINDSOR. ONT. 


CKLW-TV 


9 


yes 


$450 


16 Sept 


'54 


Canadian Stn Repst 


All-Canada Tv 


SUDBURY, ONT. 


CKSO-TV 


5 


no 


$200 


17 Oct 


"53 


Weed 


All-Canada Tv 


SAULT STE. MARIE. ONT. 


CJIC-TV 


2 


no 


$170 


28 .Nov 


'54 


Weed 


All-Canada Tv 


PORT ARTHUR, ONT. 


CFPA-TV 


2 


no 


$170 


26 Sept 


'54 


Weed 


All-Canada Tv 


WINNIPEG, MAN. 


CI6WT 


4 


no 


$320 


31 May 


'54 


CBC 


CBC 


BRANDON, MAN. 


CKX-TV 


5 


no 


$170 


28 Jan 


'55 


Weed 


All-Canada Tv 


SASKATOON, SASK. 


CFQC-TV 


8 


no 


$230 


5 Dec 


"54 


Canadian Stn Repst 


Radio Reps 


RECINA, SASK. 


CKCK-TV 


•> 


no 


$235 


28 July 


'54 


Weed 


All-Canada Tv 


EDMONTON, ALTA. 


CFKX-TV 


3 


no 


$260 


17 Oct 


'54 


Canadian Stn Repst 


Radio Reps 


CALGARY, ALTA. 


CIICT-TV 


2 


no 


$250 


8 Oct 


'54 


Weed 


All-Canada Tv 


VANCOUVER, B. C. 


CHUT 


2 


no 


$400 


16 Dec 


'53 


CBC 


CBC 




S T 


A T 1 O N 


S NO 


T YE 


T O N A 


1 R 






ST. JOHN'S, NFLD. 


CJOX-TV 


2 


no 


$160 


15 Sept 


"55 


Weed 


All-Canada Tv 


CI1 \RLOTTETOWN, P. E. I. 


CFCY-TV 


13 






May 


.» t» 


Weed 


All-Canada Tv 


JONQUIERE, QUE. 


C KHS -TV 


12 






Fall 


"55 






SI 1 ER BROOKE, QUE. 


CIILT-TV 


7 






1 Oct 


"55 


Canadian Stn Reps 




WIN GUAM, ONT. 


CK\X-TV 


8 




$200 


I Oct 


*5.» 


Canadian Stn Reps 


All-Canada Tv 


BARRIE, ONT. 


CKVIS-TV 


3 


yes 


$220 


1 Sept 


"55 


Canadian Stn Reps Paul Mulvilnll & Co 


LETHBR1DGE, ALB. 


CJLII-TV 


7 




$160 


Spring" 


,>ti 


Weed 


All-Canada Tv 


NORTH BAY, ONT.* 


CKG\.TV 


10 






Dec 


"55 






T1MMINS, ONT.* 


CFCL-TV 


6 






Fall 


"56 




Omer Renaud 



tBranch of A.lam J. Young. 

'l.iiense mommeiiiU'd by CBC but no decision reached by the Department of Transport, 

For II more pages on Canada see page 1 10 ► 



WHAT EVERY 
ADVERTISER 
SHOULD KNO 
ABOUT CANADA . . . 




All-Canada provides 
the best . • • the most 
effective Radio-TV 
Advertising Service 
in Canada. 



HERE'S WHY 



All-Canada represents 30 key radio 
stations — (a combined coverage of 
5,11 2,070 radio homes). 



All-Canada represents 17 strategic 
Canadian television stations — (a com- 
bined coverage af 723,470 TV homes). 

All-Canada Programs distribute the 
finest packaged radio and television 
shows In Canada. 

All-Canada offers fast, authoritative 
Coverage data and Canadian market 
information as a service to all clients. 



ALL-( ^KADA^f TELEVISION 




CHWK 


Chilliwack 


CKBI 


Prince Albert 


CFJC 


Kamloops 


CKCK 


Regina 


CKOV 


Kelowna 


CKRC 


Winnipeg 


CKPG 


Prince George 


CJSH-FM Hamilton 


CJAT 


Trail 


CJCS 


Stratford 


CKWX 


Vancouver 


CKOC 


Hamilton 


CJVI 


Victoria 


CKSO 


Sudbury 


CFAC 


Calgary 


CFRB 


Toronto 


CJCA 


Edmonton 


CFPL 


London 


CFGP 


Grande Prairie 


CKLW 


Windsor 


CJOC 


Lethbridge 


CFCF 


Montreal 


CHAT 


Medicine Hat 


CHNS 


Halifax 


CFNB 


Fredericton 


CJLS 


Yarmouth 


CHSJ 


Saint John 


CJCB 


Sydney 


CFCY 


Charlottetown 


CJON 


St. John's 


CJON-TV St. John's, Nfld. 


CKLW-TV Windsor 


CJCB-TV 


Sydney 


CKNX-TV Wingham 


CHSJ-TV 


Saint John 


CKSO-TV Sudbury 


CFCY-TV 


Charlottetown 


CJIC-TV 


Sault Ste. 


CKWS-TV Kingston 




Marie 


CH EX-TV Peterborough 


CFPA-TV 


Port Arthur 


CHCH-TV Hamilton 


CKX-TV 


Brandon 


CFPL-TV 


London 


CKCK-TV Regina 






CHCT-TV Calgary 


<^ 




CJOC-TV 


Lethbridge 



ALL-CANADA RADIO 

FACILITIES LIMITED 



VANCOUVER . CALGARY • WINNIPEG • MONTREAL - TORONTO 
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from the 
popular book in the world , . . 

Alexandre Dumas' 




produced for quality by 
Edward Small, master 
showman, of Monte Cristo 
movies' fame. 










GEORGE DOLENZ 




FAITH DOMERGUE 



this, hfimd n&m Ibatf^houtf IV sene* i* for 
od vertisterS KSftieE tfMHl the 



Ifyow 

dramatic program 

member #f the 

Sristo" % the treasure 



or higher sales through quality programs 



rnily-"Tbe 



to e#ery 

nt ttf Moriftr 





'Sim. 1 



31 



4? adventure! 



Television Programs of America, Inc. 




CLEANING 



SPONSOR: 7 Hour Cleaning & ACE.NCY: Direct 

Laundering 

CAPSULE CASE iilSTOIO : This laundering service of- 
fered to launder two shirts and clean and press a suit if 
a single button acre lost. This "missing button ' gimmick 
uas advertised exclusively on WFBL. Four announce- 
ments a day were to run six days a week for a month. 
After three weeks and two days the cleaning store had 
to halt their campaign as the volume of business exceeded 
their capacity. The monthly cost: $450. Another shirt 
finishing unit is on order which will enable them to 
handle the additional business. 

Vi'FBL, S>racu'-e PROGRAM: Announcements 




results 



1 



CARS 



SPONSOR: Pinney & Topliff ACEXCY: Direct 

CAPSULE CASE HISTORY: J heal Dodge-Plymouth 
dealer, Pinney & Topliff, had art overstock of used cars. 
The firm bought a three-day package on KXO: one hour 
and 15 minutes on Thursday and Friday, broken up into 
five programs, and five hours on Saturday. The dealer 
himself, his sales manager and salesmen, were on the 
air in a direct broadcast from the lot, but most of 
the time uas devoted to music. Fourteen used cars 
were sold over the three-day period; usually three or 
four are sold. The total sales amounted to $18,600. Total 
cost of the radio advertising: $210. 



KXO, El Centro, Calif. 



PROCRAM: Direct broadcast 



PLANTS 



SPONSOR: Cedar Ave Nursery ACEXCY: Direct 

CAPSULE CASE HISTORY: The Cedar Avenue Nursery 
bought a five-day scliedule, but had to suspend announce- 
ments after three days to replenish stock. It took 25 
10-second announcements over KBIF to produce what 
owner Joe De Lecce describes as "without a doubt the 
most successful advertising campaign I have ever had. 
From this advertising I have had the best run of busi- 
ness experienced since J have had my nursery," The 
three-day campaign cost $30* 

KBIF. Fresno PROCRAM: Announcements 



CRUISES 



SPONSOR: Geyelin, Inc. ACE.NCY: Ecoff & James, Phi 

CAPSULE CASE HISTORY: The client believed t, 

tourist and travel section of the Sunday papers was t 
accepted medium for selling ocean cruises. With co 
siderable skepticism he agreed to a campaign dj 5 
announcements a week on WCAU. The client's probh 
was to round up 2.000 /tassengers for five liermui 
cruises sailing late in the summer season. Within h 
weeks 1,000 inquiries were received as a result of il 
advertising. They were amazed by their radio advertisil 
results. The cost: $300 per week. 



WCAU, Phila. 



PROGRAM: Announcemei 



f 



CONTRIBUTIONS 



SPONSOR: Chamber of Commerce AGENCY: DlrJ 

CAPSULE CASE HISTORY: /„ the spring tlte Fairmt 
Chamber of Commerce needed $800 to send the hi 
school band to the state Basketball Tournament. 
Noon News (12:15-12:30) KSUM asked listeners 
phone their contributions into the radio station. Bej 
the newscast was over $917 liad been pledged. AnotL 
$350 came in within an hour. A total of $1,297 v 
pledged and the high school band got to the tournanu 
in fine style. 



KSUM, Fairmont, Minn. 



PROCRAM: Aoon A 



DRESSES 



SPONSOR: Oslind's Shoppes AGENCY: Dh 

CAPSULE CASE HISTORY : Oslind's Shoppes plann 
a sale with CFCF promotion manager T. M. Abrai 
to move 2.000 dresses. Announcements went on i 
air at various hours for six days. After two days tk 
had to reorder another 1.000 dresses. Three complete st 
outs in five days made it necessary to stop the radio p* 
motion, as no more of the dresses were available. In s< 
eral of the announcements "Oslinds girl Sylvia ,: u\ 
mentioned as the station's contact at the store. Thousar. 
of customers in the shops asked to meet "Oslind s £ 
Sylvia." Each announcement cost S21.00. 



CFCF, Montreal 



PROCRAM: Armouncero 



TOBACCO PLANTS 



SPONSOR: Frozen Food Service AGENCY: Dir 

CAPSULE CASE HISTORY: Within 50 minutes of 
the first announcement on WDVA, 244.000 tobacco pla 
had been sold by the Frozen Food Service. Orders 
210.000 more had been taken. On the next day 236.0) 
tobacco plants were sold. Five announcements were usi 
during the two days — four before 6:00 a.m. on t- 
Virginia-Carolina Farm Hour and the fifth at 1:30 p.- 
on the Clyde Moody Show, a hillbilly feature. The to^ 
cost: $16.75. 



WDVA. Danville, Ya. 



PROGRAM: Announcente- 



For 3 Solid MONTHS Now . . . 

LOCAL BUSINESS 
Hits NEW HIGH on 
KRNT, DES MOINES! 



Yes — for three straight months, local 
business has hit a new all-time high in dol- 
lar volume and in number of accounts on 
KRNT, Des Moines. Repeating — the big- 
gest local weekly billings in the history of 
this very successful station, regardless of 
year or season, have been racked up in 
the last three months. Much of this gain 
was made in nighttime sales, with 66 
shrewd advertisers buying nighttime radio 
on KRNT. 

KRNT h as proved that it Can sell any- 
thing from aspirin to swimming pools . . . 
from diamonds to cake mix. No wonder! 
Th is is the station with the fabulous per- 
sonalities that sell for you ... the station 
that's the Hooper and Pulse leader in Des 
Moines — morning, afternoon and eve- 
ning, 
22 AUGUST 1955 



If you're not selling like you know you 
should in Iowa, take a tip from the many 
KRNT sponsors who must have cash reg- 
ister results the very next day . . . put your 
chips on KRNT-CBS, the BASIC BUY in 
Iowa. 




KATZ HAS THE FACTS ON HOW 

YOU, TOO, CAN GET THE "LOCAL SELL"! 

65 




11 \ \0-l \ cameras help locate escaped mental patient 



Viewers of WXAO-TV's Summer 
Scene witnessed an unexpected real-life 
drama recently . The Kaleigh station's 
show is normally telecast in a spon- 
taneous manner from the edge of the 
Pullen Park swimming pool in that 
city. Because it was raining, the cam- 
era was kept in the studio looking out 
onto the highway in front of the sta- 
tion, U.S. No. 1. 

The cameras picked up a man cross- 
ing the highway and climbing the em- 
bankment on the other side. He looked 
strange to the station personnel, but 
familiar to viewers at the Dix Hill 



State Hospital. Soon after the "new 
tv star" vanished into a clump of 
bushes, a patrol car from the mental 
institution arrived "on-camera." The 
traditional "men in the white suits ' 
stepped out to pick up the patient who 
had wandered from the hospital. All 
of the action had been picked up by 
the Summer Scene cameras. 

WNAO-TV General Manager John 
H. Bone commented, "This was anoth- 
er example of a tv viewer rushing to 
the spot to pick up just what he was 
looking for, minutes after he'd seen it 
on television." -A -A -A 



cific Auditorium, while disk jockey 
Carl Bailey (G'10") conducts his Cat- 
alina Bandstand show. * * * 

Department store f radio 
promotion stops traSSic 

WAPL, Appleton, Wis., combined a 
drawing contest with a department 
store promotion and stopped traffic on 
Appleton's busiest corner. 

The contest, in which listeners were 
to sketch what they thought a new- 
disk jockey would look like, brought 
in close to 1.000 entries. Some were 
so good WAPL felt they ought to be 
on display in a prominent downtown 
location. William H. Pifer, manage? 
of the H. C. Prange Company, Apple- 
ton's leading department store, agreed 
to the "Smiley Riley" window display, 
iving the contest in with children's 
and teenage clothes. 

WAPL broadcast the event, called at- 
tention to the window display, ran a 
short commercial describing the mer- 
chandise. AAA. 



West i nghouse b roch u re 
invites comments of admen 

"'How would you have done them? " 
is the theme of the brochure Westing- 
house is sending to 4.000 admen 
throughout the United States. 

The brochure contains reprints of 
what WBC considers its best ads of the 
past 15 months. Each of the 13 dou- 
ble-spreads is accompanied by a short 
statement of WBC's particular problem 
and the reasons for attacking it the 
way they did. 

David E. Partridge, WBC national 
advertising and sales promotion man- 
ager, explains the purpose of the bro- 
chure as an attempt to show how WBC 
solved the problem of dramatizing a 
number of different phases of their op- 
erations. "To the outsider an adver- 
tising campaign may seem like a lot 
of unrelated fireworks. But advertis- 
ing people know that an ad campaign 
needs unity that adds up to some- 
thing." 

The ads included have appeared in 
the principal broadcasting and adver- 
tising trade publications, in general 
business magazines and in a number 
of general publications. In addition 
1< ; admen, the brochure is going to col- 
lege teachers of journalism and ad- 
\ertising. * * ★ 



KBIG nsing mobile stndio 
for regular, remote shows 

There seems to be a trend toward 
the use of the miniature German Volks- 
wagen bus for conversion into mobile 
studios by radio stations. Latest one 
in service is used by KBIG, Avalon, 
Calif. (Catalina Island). The studio 
is equipped with the latest turntables 
and other disk jockey equipment. The 
d.j.'s drive to various sites in Southern 
California from which they proceed 
to broadcast their regular shows. 

(Last issue, 8 August, there was an- 
other station reported to have designed 
a similar rig. It is used to stir up 
local interest in the music shows as 
well as enable the station to have good 
coverage of local events. The station 
reported then was WPDQ, Jackson- 
ville, Fla.) 

In the photo below, KBIG's mobile 
studio is in the Los Angeles Pan-Pa- 




KBIG uses Volkswagen bus as mobile studio 



Briefly . . . 

Not to be frustrated by time and 
space, KGUL-TV arranged a helicopter 
lour of their facilities when stockhold- 
er Jimmy Stewart and his wife Gloria 
visited the station. 

The Stewarts had but two hours to 
cover the station's Galveston and Hous* 
ton studios, some 50 miles apart. Pres- 
ident Paul Taft arranged for Stewart 
to fly from the Houston studios atop 
the Prudential Insurance Building past 
the transmitter to the main studios in 
Galveston. 

Stewart proclaimed the whirlwind 
tour an enjoyable way to see the 
growth and expansion of the entire 
Galveston-Houston area, as well as the 
station. 

* * * 

More than one-fourth the population 
of Fort Lauderdale, Fla. (17,221 peo- 
ple) . helped celebrate the opening of 
a bank thanks to a WGBS-TV promo- 
tion. 

The bank bought 21 announcements 
spread over six days hailing the open- 
ing and promising those attending the 
opportunity to see themselves on tele- 
vision. A closed-circuit telecast was 
set up in the lobby. The turnout was 
so large the bank ran out of soft drinks 
shortly after opening. Nearby busi- 
ness was also affected. Two local thea- 
(Please turn to page 71) 
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Now in Production! 



ATINGS LIKE THESE 
BRING QUICK RENEWAL! 

.30.2 In CINCINNATI 

I i^.. Mr fo'O'll. Hwibond, Our Mln Irooli'i, 
G**h»y ond FrUndi, FJr.ild. Thwtr., Thlt 

AH.*— S.pl.mbor, 1 9*4 

.16.5 In HOUSTON 

I Kurt WMI'i Mr tin*. Jock tunny. Our Ml 
JoiH. Gl.oion, Too.t of th. TffwS 
|[d SuW'onl. Godfr.y ond Frl.ndi. 

T.bpulw — Mo». 1S54 



■ .35,8 In SAN ANTONIO 

I u H K joctlt Gl.oion, JocV S.nny, Flttild. 
I tM«!f«. t«'«* ° nd Alt.s. Ofldir.y ond 
I Frimdi. looit o( iti. Town (Ed Sulll»on). 

Talapul.*— Moy, I9J4 

l»29.8 In DETROIT 

Bash lob»r| Manigam.ry rr.i.mi. Krorl TV 
Thvaitt. Our Mill BtMfct, Groucho Mor«„ 
I Pobi' llu* llbbon lowll. Two 'or Th. Mon.y 
(M»rb Shilntr). 



.59.fi In RICHMOND 

Seat. Dronn.l, G.otg. Cabal, Flr.tld. Tr*. 
dtri. »ob Hop*. Thli It You, lif.. 

T.l.pulu — D.c.mb.r, 19J4 

.27.0 In MINNEAPOUS-ST. PAUL 

l.oli Godfr.y'i Tol.nl Scoult, Our Mill 
! e'««M. Gtogcho Mor«, Whot'i My Uf>«, Thlt 
[ li Y.iir HI", Two For Th. Mon.y jH.fi> 

Shrln.r). 

T.l.pulio— Aufluit, 1934 




HURRY! Here a 
markets already 
Wilkes-Borre 
South Bend 
St. Louis 
Binghomton 
Grond Rapids 
Erie 

Johnstown 

New York City« 

Lonsing 

Memphis' 

Buffalo 

Philadelphia 

Los Angeles. 

Chicago 

Detroit 

Cleveland 

Son Froncisco 

Boltimore 

Woshington, D. C. 

Cincinnati 



re some of the 
renewed! 

Minneapolis 

Konsos City 

Dallas 

Houston- 
Seattle 

San Antonio 

Toledo 

Huntington 

New Hoven 

Louisville 

New Orleon 

Denver 

Wheeling 

Dayton 

Atlanta 

Columbus 

Oklahoma City 

Des Moines 

Milwaukee 



CINCINNATI No- fork 



COMBINING 
ALL THE 
ELEMENTS 
THAT BUILD 
HIGH 
RATINGS 
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• WEEKLY SER.ES OF J^fl? HALF HOUR STOR.ES ! GEARED TO TODAVS^^ ^/ 




1 ><v<^ 




A fresh 
new 

approach . . . 
so different 
' and so 
.sensational 
you'll win 
* NEW 

VIEWERS 
^ week after 
week! 



Wirt, phone or writ* today 

for an audition of 

TV'S HOTTEST NEW SHOW% 




ril 



ROUND-UP 

{Continthftl from fmfif 66 I 

Ires showing mediocre films phi) oil to 
Standing room onh and re*tuunint» 
were jammed to capacity. 



American Stoic* Company, one of 
the nation's largest retail food chain*, 
which has heen sponsoring programs 
mi WCAI . Philadelphia for 25 years, 
riventl) bought the 7:0") to 7:10 a.m. 
news. This means that American 
Stores has tripled its schedule within 
the last two \ear> from five to 75 
piograms a \\eek. 

* * * 

WTA.YI, Cleveland, has a captive au- 
dience 3W miles away from their stu- 
dio in the Federal Penitentiary at Terre 
Haute. The acting warden of the 1,300- 
inmate prison wrote to the station ask- 
ing for a program schedule. W'TAM 
sent the schedule with no puns about 
"hard cell" commercials, or "the un- 
seen audience." 

• » « 

When KT\ X. .Muskogee. Okla.. as- 
sembled its fleet of rolling stock used 
in the coverage of news in the Okla- 
homa area, it included 15 motor ve- 
hicles plus two planes. In the motor- 
ized section are two news cars, five 
engineering vehicles, two sales cars, a 
promotion station wagon, a "remote" 
truck, two prop trucks, an administra- 
tion car. and a jeep-hauled circus-type 
bandwagon with a calliope. The two 
Navion planes are used for emergency 
news coverage and special event*. 



KTVX uses planes, cars to cover area news 
• • • 

WAYE-TY. Louisville, celebrated 
the first anniversary of their live ama- 
teur boxing program last month. 

Tomorrow's Champions is telecast 
each Frida\ from 6:00-6:30 p.m. Safe- 
ty Director of Louisville, W. George 
Matton. congratulated the station on 
the amateur boxing series. It provides 
voungsters with a wholesome outlet for 
their high spirited energies, he said. 
{Please turn to page 107 i 




Experience makes a world of difference when it conies to 
quality TY production. On the air since 1948, WBEN-TV 
is — by far — Buffalo's oldest TY outlet, with television 
know-how that has been seven long years in the making. 

Nearly every man on the WBEN-TV staff has been with 
this pioneer station since it's early beginning. These skilled 
veterans work in two fully equipped studios that permit 
staging with unhurried care. 

The fact is, WBEN-TV means Q-U-A-L-l-T-Y. And in a 
field where quality is crucial, here's good news: There's no 
need to settle for anything less uhen quality production 
by WBEN-TY costs no more. 





X* 



CBS NETWORK 

WBEN-TV 



BUFFALO, N. Y. 



WB tN~TV ftepreseiflative • 

Harrington, (tighter and Parsons. Inc. N«ew York, Chicago, San Francisco 
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film shows recently made available for syndication 

New or first-tv-run programs released, or shown in pilot form, since 1 Jan., 7955 



Show name 



Syndicates 



Producer 



Length 



No. in series 



ADVENTURE 



Adventures of 
Long John Silver 


CBS TV Film 


Joe Kaufman 


30 


min. 


Adventures of 
Robin Hood* 


Official 


Sapphire Films 


30 


mln 


Adventures of 
Scarlet Pimper- 
nel 


Official 


Towers of London 


30 


mln 


Captain Gallant 


TPA 


Frantel 


30 


min 


Count of Monte 
Crlsto 


TPA 


Ed Small 


30 


min. 


Crunch & Des 


NBC Film Div. 


Bermuda Prod. 


30 


min. 


1 Spy 


Guild 


Guild 


30 


mln. 


Jungle Jim 


Screen Gems 


Screen Gems 


30 


mln 


New Adventures 
of China Smith 


NTA 


Bernard Tabakin 


30 


min. 


Passport to Danger 


ABC Film Synd. 


Hal Roach, Jr. 


30 


min. 


Rln Tin Tin' 


Screen Gems 


Screen Gems 


30 


mln 


Sheena. Queen of 
the Jungle 


ABC Film Synd. 


Sharpe- Nassour 


30 


min. 


Soldiers of 
Fortune" 


MCA-TV 


Revue 


30 


mln 


Tales of the 
Foreign Legion 


CBS TV Film 


Tony Bartley 


30 


min. 


Tropio Hazard 


Sterling 


Sterling 


IS 


mln. 



26 

In production 
In production 

39 

In production 

In production 
In production 
I (pilot) 
26 

39 
39 
26 

In production 

I (pilot) 
In production 

•Available in markets not currently bought by network advertiser. 

•Sponsored by 7-Up In 120 markets, but many are open on alternate-week basis. 



COMEDY 



The Goldbergs 
Great Glldersleeve 
Little Rascals 

("Dur Gang") 
Looney Tunes 



Guild 

NBC Film Div. 
Interstate 

Guild 



Guild 
NBC TV 
Roach 



30 min. 

30 mln 

10 mln. 

20 min. 

IS mln. to 
one hour 



In production 

I (pilot) 
22—1 reel 
70—2 reel 
Library 



Show name 


Syndicator 


Producer 


Length 


No. in series 




DRAMA. MtSTERY 


Highway Patrol 


Ziv 


Ziv 


30 min. 


In production 


New Orleans 
Police Dept. 


UM&M 


M inot 


30 mln. 


26 


Paris Precinct 


UM&M 


Etolle 


30 mln. 


39 


Police Call 


NTA 


Procter 


30 mln. 


26 


Sherlock Holmes 


UM&M 


Sheldon Reynolds 


3d mln. 


39 






MUSIC 






Bandstand Revue 


KTLA 


KTLA 


30 min 


6 


Bobby Breen Show 


Bell 


Bell 


IS mln. 


1 (pilot) 


Ina Ray Hutton 


Guild 


Guild 


30 mln. 


In production 


New Llberace 
Show 


NLS 


Guild 


30 min. 


In production 


Song Stories of 
the West 


G ibraltar 


Althea Pardee 


IS min. 


13 


Stars of the 

Grand Die Opry 


Flamingo 


Flamingo 


30 mln. 


39 


Story Behind 
Your Music 




Randall-Song Ad 


30 min 


1 (pilot) 


This Is Your 
Music 


Official 


Jack Denove 


30 mln. 


26 


RELIGION 


Hand to Heaven 


NTA 


NTA 


30 min. 


13 


SPORTS 


Jimmy Demaret 
Show 


Award 


Award 


IS mln. 


In production 


Mad Whirl 


NTA 


Leo Seltzer 


30 mln* 


52 


Sam Snead Show 


RCA Programs 


Scope Prod. 


S mln. 


39 


Touchdown* 


MCA TV 


Tel-Ra 


30 mln. 


Approx. 1-3 


•Araiiable with start of fall football season. New film each 


week. No reruns. 



DOCUMENTARY 



VARIETY 



Key to the City 

Living Past 
Mr. President 
Science In Action 

Uncommon Valor 



Hollywood Tv 
Prod. 

Film Classics 

Stuart Reynolds 

TPA 



General 
Teleradio 



Hollywood Tv 
Prod. 

Film Classics 

Stuart Reynolds 

Calif. Academy 
of Sciences 

General 
Teleradio 



IS mln. 

IS mln. 
30 min. 
30 mln. 

30 mln. 



DRAMA, GENERAL 



Dr. Hudson's 
Secret Journal 

Celebrity 
Playhouse' 

Confidential File 

Brother Mark 

His Honor. 
Homer Bell 

D. Henry Theatre 

Science Fiction 
Theatre 

Tugboat Annie 

Wrong Number! 



MCA TV 

Screen Gems 

Guild 
Guild 

NBC Film Div. 

MCA-TV 
Ziv 

TPA 

John Christian 



Morgan & Solow 

Screen Gems 

Guild 
Guild 
Galahad 

Gross- Krasne 
Ziv 

Edward H. Small 
John Christian 



30 mln. 

30 mln. 

30 mln. 
30 mln. 
30 mln. 

30 min. 
30 mln. 

30 min. 
30 min. 



7 
3 

52 
26 



In production 

None 

In production 
In production 
In production 

26 

In production 

In production 
I (pilot) 



Ziv 



30 min. In production 



Eddie Cantor Ziv 
Comedy Theatre' 

Showtime Studio Films Studio Films 30 min. 39 

•Show is sponsored by Ballantine in 26 markets, is aired in total of 201 markets. 



WESTERNS 



Buffalo Bill, Jr. 
Frontier Doctor 
Fury* 

Gene Autry — Roy 
Rogers 

Red Ryder 

Steve Donovan. 
Western Marshal 



CBS TV Film 
Studio City Tv 
TPA 
MCA-TV 

CBS TV Film 
NBC Film Div. 



Flying "A" 
Studio City Tv 
TPA 
Republic 

Flying "A" 
VI bar 



30 mln. 
30 min. 
30 min. 
I hour 

30 min, 
30 mln. 



•Available in markets not currently bought by network advertiser. 



WOMEN'S 



Guild 



15 mln. 



In production 
39 

In production 
123 

I (Pilot) 

39. 



(pilot) 



United Feature 5 min. 
Synd. 

Balsan Produc- 30 mln. In production 
tions 



•Very similar to Screen Gems' "Ford Theatre." Pilot unnecessary. 



Amy Vanderbilt NTA 

Hollywood Preview Flamingo 

It's Fun To Guild 
Reduce 

Life Can Be ABC TV Films Trans-American 15 min. 5 (pilots) 

Beautiful 



156 
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How to make 



film programs 



your 



produce "live" picture interest 



liTjlKX your film programs liavc the f 'sna[>" and realism characteristic 
jfTivc"' pick-ups, you have a client benefit that sells itself and pays 
* handsomely. If you can achieve picture quality which will make it 
iMcirjt for a television viewer to know whether the program coming 
m his home is "live"' or "on film," you're in business! 

It's possible to do just this with good black and white films— simply 
replacing outmoded equipment. 




Sudio realism — 
rghest picture quality 

R \'s TK-21 Yidieon Film Camera is die 
i wer. This improved equipment offers 
i the dimension associated with "live" 
,3 crams, provides studio realism and 
lhest picture quality. It's so life-like. 
I newer gets the impression that the 
* 'W is being presented in the studio just 
1 him \ Thus, the spot advertiser is 
►•red the psychological advantage of 
ye" programming at the low cost of 
f). Competitively, this is your bread- 



and-butter business and its growth will 
be measured in direct proportion to 
its effectiveness. 

A check of some of the more technical 
advantages shows why the TK-21 Film 
Camera is a station's best investment for 
extra profits . . . 

"Live" picture 
sharpness 

The TK-21 is the only film system with 
enough signal output to use aperture 
correction to bring picture detail up to 



maximum sharpness (detail resolution 
\0()7( at .V>0 lines) with a high signal 
to noi*e ratio. 

"Live" picture contrast 

The Vid.ic.oii tube is ideal fur film repro- 
duction. It has unexcelled i;ontra-t range 
and assures reahVtic gray scale rendition 
over entire picture. This means you can 
get studio realism in \oiir film pictures. 

Edge-lighting, shading 
eliminated 

The KC \ Yidieon operates entirely with- 
out edge-lighting, electrical shading, or 
any other form of supplemental lighting. 
This camera virtually runs by itself. 




Used for finest quality reproduction of 
monochrome motion pieUire films or 
slides in a television system, the TK-21 
may be mounted directly to projectors 
or multiplexed. 

For complete information about the 
TK-21 Yidieon Film Camera, call your 
RCA Broadcast Sale* Representative. 
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RADIO CORPORATION 
of AMERICA 

ENGINEERING PRODUCTS DIVISION • CAMDEN, N.J. 

fn Canadqz RCA WCTOR Company timifed, Monfreo/ 



Don't Overlook 

ILLINOIS' STATE 
CAPITAL MARKET 

111 IPC CHANNEL 20 

IIIVW SPRINGFIELD, ILL. 




ONE OF THE BEST UHF 
MARKETS IN THE U. S. 
98% CONVERTED — ARB MARCH 1955 




165,241 FAMILIES 

22,260 FARM FAMILIES 

$785,390,300 EB1 

$595,717,000 ANNUAL RETAIL SALES 

*Source: SM, Survey of Buying Power, 
May 1954 



IT'S A FACT: 



] 



Sangamon County (WICS Channel 20 
home county) ranks 58 in the nation 
in GROSS CASH FARM INCOME.* 

(SM, Survey of Buying Power, May 1935) 
with 7 other counties of the WICS 
coverage area ranking in first 171 
counties, AND IT'S ALSO A FACT 
THAT . . . Al Pigg, WICS Farm Di- 
rector, ranks top man with the farm 
families of Channel 20's coverage area. 
Al knows farm work and the farmers' 
problems. He attends their meetings, 
visits their farms — he's one of them 
and they know it when Al conducts 
his daily "HIGH NOON" (12 noon to 
12:30) and "DOWN ON THE FARM" 
(5:45 P.M. to 5:55 P.M.) shows on 
Channel 20. Why not have Al sell 
YOUR product? 




Add movie tmave-mni Hollywood 
studios with fall tv network tie-ups 
have been making loud pleas lately 
that their programs will be "100% 
entertainment,'' and that they won't be 
getting a free ride for "trailers" for 
non-tv films. (See story. 8 August). 

However, the field will be watching 
M-G-M Parade with considerable inter- 
est. Heading Metro's tv department as 
executive producer is Les Peterson, the 
studio's radio-tv publicity director, for 
years a master of the free air plug. 
Latest additions to his staff include: 
Ira Heymann. for 14 years a Metro 
film editor; his assistant. Al Sarno; 
associated producer Jack Atlas and 
writer Ray Wander. All of these new 
staffers are being transferred over 
from — guess what? — Metro's trailer 
department. Peterson & Co. will han- 
dle the "new"' film portion of the 
show. 

The rest of the show will be made 
up of old short subjects culled from 
the huge Metro library. Many have 
played the theatrical circuits several 
times. Yet the show has a good-sized 
budget ($45,000 weekly) with General 
Foods and American Tobacco carry- 
ing the full load. 

"For $45,000 weekly I could build 
two good shows/' snapped one New 
York independent radio-tv producer to 
SPONSOR, "and forget about the free 
plugs." 

TvSS bags client: Since early sum- 
mer, the National Spot Sales depart- 
ment of the TvB, headed by Ray Xel- 
son, has been working closelv with 
the Friend-Reiss ad agency to build a 
tv spot campaign for the Toy Guid- 
ance Council. 

The deal has just been wrapped up, 
with the TvB getting credit for per- 
suading another advertiser to join tv's 
ranks. 

The campaign will be a series of 
quarter-hour films, starring Paul Win- 
chell and featuring the products of 
leading toy manufacturers. The sched- 
ule will start on 1 November in about 



75 markets on a budget of some $50tL- 
000. Acceptance from reps and sta- 
tions has been virtually 100%,, 

Cartoon click: First came local live 
puppet shows. Then came vintage 
westerns. Now, the latest thing in lo- 
cal moppet-appeal programs is a live 
format built around a film cartoon 
package. 

A good example is the Guild Films 
Looney Tunes library, once distributed 
on theater circuits by Warner Broth- 
ers. The big library (approximately 
200 cartoons) is sold on an unlimited 
use basis to stations for a two-year 
period. As part of the package, Guild 
provides a whole kit of programing 
and merchandising ideas, including 
suggested formats and settings (a live 
emcee dressed as Porky Pig, a clown 
in a circus, a ship captain on a schoon- 
er, etc.) for building a local show. 
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Delight of moppets is Guild's "Looney Tunes" 

Stations have reported some high 
ratings for the shows they've thus 
built. In Los Angeles, for instance. 
ARB gives it a 15.6 to out-pull six 
competing programs including Pinky- 
Lee and Producers Showcase. It gets 
a 56% share of audience in Cleveland, 
a 61.5% share in Houston, and so on. 

Guild has available a number of 
point-of-purchase and merchandising 
aids with which stations and spot tv 
advertisers can backstop the show. A 
'"mystery mask" giveaway on KMTV* 
Omaha, drew 20.000 letters in two 
weeks, for instance, and a drawing 
contest in New York telecasts pulled 
30.000 entries. * * * 

SPONSOFt 



Pulse Pounds it Home: 

"Clearly Nashville 



#2 TV Station 





Of the top 10 multi-weekly shows in this market, 
10 are on WSAA-TV/ 



t u . n 75 shows in this market, 
Q\ the top bnu ^^^^m 



* ,ne audience in a 1 • 
Period measured but alsn j • 9 

— ri me(6p ; o 0 ;. d ; ,n9themos,popu,ar TV 

- WSM.TV has .7 m " M ° nday ,hr ° U9h ™* 

6 IV sfa *ions combined/ 




* Survey by The Pulse. Inc.. April. 1955 



WSM-TVchannel4 



NBC-TV Affiliate • 



Nashville, Tennessee 
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THE INSIDE DOPE 

First cousin of The Unim- 
peachable Source? easily- 
identified by a faint 
pallor. Small tipper. 

Among insiders in Wash- 
ington, the Word is that 
you can't go wrong on WTOP 
Radio. WTOP has (1) the 
largest average share 
of audience (2) the most 
quarter-hour wins (3) 
Washington's most popular 
local personalities and 
(4) ten times the power 
of any other radio sta- 
tion.For the inside story 
of what WTOP can do for 
you, just put in a call for 
Washington's top station. 

WTOP RADIO 

Represented by CBS Radio Spot Sales 



New developments on SPONSOR stories 




How CIO uses radio to prove "union 
doesn't have horns," 



See: 

ISSUC: II January 1954, page 34 

Sullied* "-' n ' on u » es network radio new-seas! 

J as p.r. aid 



For the third consecutive year, the CIO ( through Henry J. Kauf- 
man and Associates) will put $600,000 of its million-dollar budget 
into sponsorship of John W . Vandercook and the News, ABC Radio, 
Mondays through Fridays 7:00-7:15 p.m. 

The CIO executive board, under President Walter Reuther, author- 
ized the 1955 expenditure because the news show had brought in 
consistently good results. Says the CIO board: 

"The results since that program began on Labor Day 1953 have 
fully justified our decision. Mr. Vandercook's independent and 
thoughtful commentary has established for him a well-deserved repud- 
iation as a leading liberal, who fearlessly speaks out against all who. 
would undermine our democratic way of life." 

Since the union's purpose in sponsoring the show is entirely one 
of creating good will and explaining the purposes of the CIO, the 
agency explains, it was particularly important that the "commer- 
cials" be heard within the framework of an analytic news-commen- 
tary program rather than anything smacking of a soap box. 

Said CIO executives: "The 'commercial' portions of the program, 
through which the CIO brings its message to the general public have 
been received in an extremely favorable manner. All audience tests 
demonstrate that this program is reaching the general public in ever 
increasing numbers and acquainting it with the views and achieve- 
ments of the CIO." 

In the closing stages of the election campaign. CIO offered listem 
ers its "Report on Congress"' showing the records of their Congress- 
men and Senators on key issues. Over 6,000 requests for the book- 
let were received in answer to three brief announcements on the"- 
show. The agency considered this response particularly gratifying 
since it is generally far more difficult to enlist reader interest in a 
serious topic like a report on Congress rather than the usual recipe 
booklet offer. * * * 




CIO President Walter Reuther (right) and Vandercook talk over public relations 
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Eastman Continuous Motion Projector assures 



r siarp, bright, clean television 
pctures from film— monochrome or 
dor; ends faulty color registration^ 
stalling problems and smear. 




Eastman Continuous Mo- 
tion Projector Model 300, 
mounted upon artist's con- 
ception of scanner unit and 
phototube pickup. 



at does the new Eastman Model 300 mean to station, sponsor, 
ind home-viewer? 

Because of uniform high light level, full color values are obtained 
rom varying densities of color film. 

Because shrinkage compensation is automatic, film condition re- 
quires little or no attention. System, in fact, is easy on all film. 

Because projector is simple, sturdy and built to remarkably close 
tolerances, quiet, year-after-year, trouble-free operation is assured. 

For further information, consult your customary source for tele- 
vision station equipment or inquire direct. 



EASTMAN KODAK COMPANY 

Motion Picture Film Department 
Rochester 4, N. Y. 



Easf Coosf Division 
342 Modison Avenue 
New York 17, N. Y. 



Midwest Division 
1 37 North Wobosh Avenue 
Chicago 2, Illinois 



Wesf Coosf Division 
6706 Santa Monico Blvd. 
Hollywood 38, Calif. 
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it's always there to do the heavywei t 
the Campana Sales Company ch 

sell Ayds Reducing Candy during I 

a 59.7% increase in sales, 
what counts most is a healthy s<\ 



,g about network radio . . . 
kig. Of all the ways to advertise, 
CBS Radio Network exclusively to 
mest selling season. Result: 
natter how you measure media, 




i ments of CBS Radio's Arthur Godfrey- Time tipped the scales for Ayds. And of the 

es gain Campana wrote. "All in all. tee feel that you hate paved the way to 
^biggest year for Ayds through 1955." To assure this end, Campana has wisely 
o ntinue on the CBS Radio Network through the heat of summer competition. 
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Bill Wright 

Star of 

"Wright with Records" 

2 to 2:45 p.m. Monday- Friday 

Stars Sell on 
Alabama's 

greatest RADIO station 




Birmingham 



According to the ratings, Bill Wright 
is right at the top among Birming- 
ham's TV personalities. Now he is 
back on radio where, back in 1948, 
he got his start to stardom. On this 
new show of his, Bill opens with a 
specially written theme song and 
continues with selections he believes 
"most people want to hear" and, 
from the early response, Wright 
must be right! 

You can SELL 

Your Products 
to Alabama folks 

If you TELL 

them on programs 
they enjoy hearing 

Represented by 

John Blair & Co 

Southeastern Representative: 

Harry Cummings 




{Continued from page 10) 

less, of course, the agency man is son in-law lo the sponsor; 
Furthermore, the pleas that "This property has to build*" are 
bound to fall on unsympathetic ears because the building 
period is so costly, these days, and a full fee has to be paid 
even at the lowest point of the program's development with 
no real assurance that it ever will improve. 

On the other hand, this is precisely the gamble which 
makes the job of buying television programs and television 
time not just harrowing and harassing to that segment of 
agency and advertiser which is saddled with the responsibil- 
ity but exhilarating and rewarding as well. 

Therefore, crying towels are not in order because I shall 
wind up this essay with the up-beat thought that the realiza- 
tion of what the medium can do when it is working for you 
is what keeps people in the business and willing to take the 
chances. 

The above state of affairs has not only been brought home 
to me and other of my contemporaries in the offices of agen- 
cies and advertisers first hand. But it is made even more 
apparent when we read some of the fear copy published by 
competitive media in an effort to combat the effects of effect 
tive tv. The greatest example of this I know of is a recently 
published newspaper page advertising a weekly magazine, 

In an effort to joust with television, this ad appeals to ad s 
vertisers on the grounds that "the written message is the one 
that lives." The advertiser peddles its brand of boilerplate 
and cheese cake by suggesting that Thomas Jefferson re- 
sorted to writing to make his Declaration "calm" and "clear" 
and by implication at least we are led to believe that Mr. 
Jefferson had dismissed television as his means of communi- 
cation because, I suppose, it didn't offer either the calmness 
or clarity of print. 

While this may have been the case. I don't recall the his- 
tory classes I attended dwelling at any length on Mr. Jeffer- 
son's media selections. However, even if it is what took 
place at Monticello I hardly think the parable applies to soap 
and cigarette copy, neither of which is attempting to be 
deathless prose but merely listened to and acted upon iuh 
mediately. To a task such as this, television despite its hazr- 
aids is admirably adapted. Were Mr. Jefferson alive, I think 



he'd agree. 
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ARE YOU 

HALF-COVERED 



VIDEODEX JULY, 1 95'5 


REPORT 




LINCOLN-LAND STUDY 






Summary Table — Average Ratings 


— % TV Homes 






KOLN-TV 


"B" 


"C" 


"D" 


SUNDAY: 1:00— 5:00 P.M. 


12.2 


3.0 


7.9 


2.7 


5:00—11:00 P.M. 


19.0 


7.9 


9.3 


3.9 


MONDAY THRU FRIDAY: 










1:00— 5:00 P.M. 


1 1.6 


4.6 


6.1 


2.2 


5:00—11:00 P.M. 


20.3 


8.5 


9.3 


3.3 

I 


SATURDAY: 1:00— 5:00 P.M. 


16.4 


4.2 


5.5 


2.4 


5:00—11:00 P.M. 


19.1 


9.7 


8.6 


3.6 


TOTAL: 1:00— 5:00 P.M. 


12.3 


4.6 


6.2 


2.4 


5:00—11:00 P.M. 


19.9 


8.5 


9.2 


3.4 

1 




(j 

WKZO — KALAMAZOO 

WKZO-TV — GRAND RAPIDS- KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZCO 

KOLN-TV — LINCOLN. NEBRASKA 

Attoci«t*d wHK 
WMBD — PEORIA, ILLINOIS 



IN NEBRASKA? 




KOIN-TV 
GIVES YOU 
UNDUPUCATEI 
COVERAGE 
IN MOST OF 
NEBRASKA! 




YoiTRE HALF NAKED IN NEBRASKA COVERAGE 
IF YOU DON'T REACH LINCOLN-LAND — 42 comities 
with 200.000 families — 12.5.000 unduplicated by any other 
station. Videodex proves that KOLN-TV gets 93.4% more 
afternoon LINCOLN-LAND viewers than the next station — 
116.3% more nighttime viewers! 

95.8% of LINCOLN-LAND is outside the Grade B area 
of Omaha. This market is farther removed from Omaha 
than South Bend from Fort Wayne, Hartford from Provi- 
dence or Syracuse from Rochester. 

Let Avery-Knodel give yon all the facts on KOLN-TV 
the official CBS-ABC outlet for Southern Nebraska and 
Northern Kansas. 

CHANNEL 10 • 316,000 WATTS • LINCOLN, NEBRASKA 

KOLN-TV 

COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 

Avery-Knodel. I nr.. Exclude National Representative- 
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a forutn on questions of current interest 
to air advertisers and their agencies 



Does the NARTB television votle need more teeth 




MOST TROUBLE LOCAL 

liy Edwin R. Rooney, Jr. 

Producer-Director 
Ruthrauff & Ryan, Inc. 

There are actual- 
ly two parts to 
this question : ( 1) 
Are the regula- 
tions strict 
enough? (2) Is 
the enforcement 
power adequate? 

First off, the 
regulations as set 
forth in the code are certainly compre- 
hensive and adequate. In effect, they 
define what is not good taste. So 
actually, it is up to the networks and 
stations as to what goes out over the 
air. Responsibility also rests with pro- 
ducers, agencies, and sponsors. 

Having worked with network con- 
tinuity clearance on many occasions, I 
know how conscientiously and con- 
structively these gentlemen labor to 
keep the air waves clean. It is at the 
local level that most of the trouble 
occurs. Behind this is often just out- 
and-out carelessness, lack of proper 
management supervision, or the root 
of all evil, money. Time and again 
stations will take overly long or offen- 
sive commercials because revenue 
makes the wheels go round. If sponsors 
and agencies involved in this type of 
operation would own up to their 
responsibilities, it wouldn't happen — 
but nevertheless, the station is the one 
who can accept or reject. 

Aside from commercials, there is a 
very real problem in regulating pro- 
gram content — particularly where 
arbitrary censorship destroys dramatic 
values or robs documentaries of the 
whole truth. If the code is too strict 
in this category, we will end up with 
the old Hollywood standard of medi- 
ocrity. Recently we have had a number 
of network productions which have 



treated touchy subjects with maturity 
and good taste. There is no sensation 
involved when situations are handled 
with honesty and are placed in the 
proper perspective. 

When we come to the enforcement 
of regulations, it's rather a bare gum 
policing. The worst that can happen 
to a station under the code is suspen- 
sion or revocation of the NARTB sub- 
scription — and this happens after the 
fact. It won't put the station off the 
air by any means but results only in 
the black eye of adverse publicity. A 
much more powerful check on stations 
is the continuing pressure of public 
opinion and the critical efforts of 
many capable broadcast newspaper 
columnists. Monitoring all stations is 
obviously out of the question. Impos- 
ing heavier penalties is a possibility. 
But realistically we will have to depend 
on the growing maturity and respon- 
sibility of station management. 



NO POLICING NEEDED 

By Don Blauhut 

Radio-Tr Director 
Edward Kletter Assoc., IS. Y, 

ous to the net- 
H works and the 

— ^ home audience 

that advertisers 
have become 
abusive of this 
self-c o n t r o 1 1 i n g 
code? Are we pre- 
senting programs 
or commercials in bad taste . . . allow- 
ing licentious acts to be portrayed as 
innocence? And, at the same time, are 
we taking advantage of excessive com- 
mercial time? 

As the code now stands it is essen- 
tially basic and sound. As situations 
arise, naturally modifications can 



occur. Like anything else,- "we can 
always do better.'' 

However, if you mean by "teeth" 
— should we have some form of 
policing action? Then I say no. A 
method of guidance, "yes" — a police- 
man. no. 

No advertiser wants to create a sale 
under the stigma that he is creating 
something unpalatable to his viewing 
audience. It would be ludicrous for 
an advertiser to expect to sell his 
product by creating "resistance." One 
of his primary jobs is to create "accept- 
ance." No one, to my knowledge, 
deliberately goes out of his way (in 
trying to create a sale) to be in bad 
taste and to be rejected by the audi- 
ence. Remember, advertisers, too, have 
morals. So the answer here is very 
simple. 

There are instances, however, of bad 
taste. But these are the exception 
rather than the rule. These attempts 
to become overly aggressive are soon 
controlled by the network and the 
advertisers themselves. However, it 
can become just as dangerous to be 
so "middle of the road" in our think- 
ing that we become lethargic and 
naive: producing sameness, creating 
dullness and accepting ennui. 

When an advertiser is paying $50,- 
000 or $75,000 a week for a half-hour 
program and is trying to uphold the 
standards set forth in the NARTB 
Code, it is not unusual to receive the 
Monday morning phone call from the 
broadcaster, who reports. "You were 
eight seconds over last night. ' 

Bravo, then, to the advertiser who, 
when selling a headache compound, 
has on his 30-minute program, 12 
minutes of straight commercial hard- 
sell pitch, and the remaining 18 
minutes devoted to suggestive burlesque 
acts, a nude chorus line and a bump 
and grind artist. If this ever gets on 
the air. perhaps, then, we will need 
more "teeth" in the tv code. 



82 



SPONSOR 




CODE FLAGRANTLY VIOLATED 

By Jay Melstnt Tm k 

Kmlin-Tv ColumnUt 
Aeir \ nrk I'tmt, V V. 

More teeth? You 
mean some teeth. 
Here in New 
^ ork, the Hetter 
Business Hurra n 
ami the law en- 
forcement agen- 
cies have been 
biting I) roatl- 
caMers and some 
arli ert^ers lor commercials that were 
worse than in had taste, but I have 
yet to see a toothmark on the pants 
of am broadcaster that was left there 
by the .\ ARTH. 

The code provisions governing 
length of commercials are violated 
frequently and flagranti v. To begin 
with, it is standard network practice 
to allot advertisers 10 "free"' seconds 
at the beginning of a program for a 
billboard. The code doesn't say any- 
thing about a free 10 seconds; it just 
lays down its limits. 

On and oil in recent months, I've 
held a stopwatch on commercials. The 
networks say their continuity accept- 
ance departments try to keep sponsors 
within bounds, but in practice many 
programs violate the limits every single 
week. The George Gobel Show com- 
mercials, as just one example, ran con- 
sistently over three and a half minutes. 

There is also frequent and flagrant 
violation in the business of background 
signs, which are supposed to be visible 
only for "fleeting and not too frequent" 
glimpses. 

I here is scarcely a moment on The 
$64,000 Question when the sponsor's 
name is not painfully obtrusive. Such 
programs as What's My Line? and 
Down You Go do not show the signs 
for quite as much time, but would be 
hard to surpass in obtrusive vulgarity 
when they do show them. 

To pretend that the code i* enforced 
m these areas is hypocrisy. The viola- 
tions are an irritation to viewers and 
unfair to those advertisers who exercise 
decent restraint. 

The code should be either enforced 
or dropped. The British will limit 
their commercials by legal regulation 
far tougher than the NARTB code pre- 
tends to be. Continued code violation 
could invite the same thing here. 
[Please turn to page 102) 




wbns-tv 



the nation's no. 1 



test market station 




It takes wbnS-tV to give you the true, 
complete picture of product testing in 
Columbus, Ohio. 

The nation's leading advertisers have found 
WbnS-tV'S showmanship facilities, backed 
by valuable merchandising and promotion, 
a guarantee for successful test campaigns. A 
wide range of products, from appetizers to 
zippers, finds a reliable consumer demand in 
WbnS-tV'S rich industrial, agricultural and 
metropolitan area. 




COLUMBUS, OHIO 
CHANNEL 10 



CRS-TV NETWORK — Afrltzitd uitb Columbus 
Diipuch end YBSS-AM ' Ctntrel SaUi Ofice: 
)} Sirth High St. 

REPRESENTED BY BLAIR TV 
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agency profile 



Walter Cram 



i 

: 

A/BC ABC OUMONT 

JACKSOA/V/ILE, 
F LOR /DA 



V.p. in charge of radio-tv 
Norman, Craig & Kummel, New York 

"Its not increl) the big money, it's the people,'' said Walter Craig, 
Norman, Craig & Kununels radio-tv v.p.. referring to the stakes in 
The $64,000 Question. "When they see the cop with his five kids 
trying for something they get interested in his fortune." 

Twenty-four hours after the first mention of Revlon's new Living 
Lipsticks, sales had jumped 50-200%. 'Remember, if it doesn't sell, 
it's not good," Craig recapped for sponsor. "Of course, it doesn't 
have to be bad entertainment to be good sell." 

It's a philosophy that Craig's been applying to Norman, Craig & 
Kummel clients since the start of the year, with the result that the 
agency now bills over $11 million in tv, "from a dead start in 
January." 

Craig's a dapper Madison Avenueite who lives and breathes show 
business. Says he about his only r child, a seven-and-a-half year old 
girl: "She uses the right words in the right places, and she s learned 
her vocabulary from tv."' 

Craig has his own theory about getting that all-important network 
tv slot. As he figures it. the radio-tv brass took over media a long 
time ago. A few years ago. he recalls, just before tv broke, radio 
in some big companies, took 75°^ of the budget. 

"In between, till tv grew to that point, the media department took 
over," he explains. "But in a successful agency, the key today is 
the tv department." 

"At 4A's meetings, while I was at Benton & Bowles. I used to 
scream about agencies letting the networks take over production. I 
think it's wrong, because America s entertainment is being selected 
today by three men: the program directors of the three networks. 
The reason for it was that to try something on tv is a very costh 
proposition and the advertiser, generally without tv knowledge, was 
always afraid to risk it. God knows, the agency can't afford to. The 
networks got the programing pie by default." 

His solution : The way The $64,000 Question developed. "Lou 
Cowan brought us the idea, and 1 locked myself and some of the 
boys into a conference room from 9:00 a.m. until 3:00 a.m., with 
the idea on paper. I said. "\o one leaves till it's signed, and so we 
worked the bugs out of it. 

Because of the show's success. Revlon's putting $500,000 into a 
52-week radio simulcast. -k -k + 
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WDAY-TV 

FARGO, N. D. • CHANNEL 6 

Affiliated with NBC • ABC 

FREE & PETERS, IXC. 

Exclusive Rational Representatives 



WDAY-TV 

WINS BY A 

KNOCKOUT! 



OOl'ERS show that in Metropolitan Fargo, 
WDAY-TV wins all audience-preference honors, 
hands flown. Actually, five to six times as many 
Fargo-Moorhead families tune to WDAY-TV, as 
to the next station! 

Look at the TV sets-in-use — 65% at night! 

But Metropolitan Fargo is really just a small 
portion of the story. WDAY-TV is the preferred 
station throughout the rich Red River Valley 
one of agricultural America's heavily-saturated 
television markets. Ask Free & Peters! 



HOOPER TELEVISION AUDIENCE INDEX 
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Fargo, N. D. - Moorhead, Minn. — 


Nov., 1954 






TV-SETS- 
In-Use 


Share of 
Television Audience 






WDAY-TV 


Station B 


AFTERNOON (Mon. thru Fri.) 
12 noon — 5 p.m. 


28 


86 


14 


5 p.m. — 6:30 p.m. 


48 


88 


13 


EVENING (Sun. thru Sot 

6 p.m. — 12 midnight 


65 


85* 


17* 


('Adjusted to compensate for fact stations 
were not telecasting all hours) 
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for low cost — area coverage 
you can get on top of 
3 MAJOR MARKETS in 5 STATES 
with . . . 



WMGT 



CHANNEL 



19 



ON TOP OF MT. GREYLOCK, MASSACHUSETTS 



3700 FEET ABOVE SEA LEVEL 



Here is a station for the buyer who has to 
s-t-r-e-t-c-h his TV dollar to the utmost and yet 
get solid coverage. WMGT is on top of famous 
Mt. Greylock — 3,700 feet above sea level. 
Everywhere you look you see people — 355,720 
TV families — with money to spend! Albany 
and the Hudson Valley, Berkshire Hills and 



Springfield and the Connecticut Valley are all 
effectively covered by the high and mighty 
WMGT transmitter. No other station can cover 
these 3 MAJOR markets in 5 states at such a 
low cost. Alert advertisers are discovering 
WMGT is the key link in their national mer- 
chandising plans. 



TOP TRANSMITTING SITE GIVES TOP AREA COVERAGE 




GREYLOCK BROADCASTING CO. 

8 Bank Row • Pittsfield, Massachusetts 
Represented by THE WALKER COMPANY 




Want to know more? 

WRITE TODAY FOR MARKET DATA FOLDER 



AFFILIATED WITH A.B.C. and DuMont TV NETWORKS 
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WEDNESDAY 



Wada AO 

tu 10-10: 16 
EHIogc" Burnett 

tu 10:15-30 
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HAPPENS EVERY YEAR 

•t & Te^eka, KqmAcm ■ 







See Your i 




Free & Peters ' 




Colonel Now 




* Sales Management 




1955 





1*1, 



NAT 

;5k 




During 1954 Over 115,500* Persons 
(equivalent to the entire City of 
Topeka, Kansas) Moved to, and 
Became Permanent Residents, of 
Fabulous South Florida. 

• • • 

THIS MARKET NOW CONTAINS 1,185,200 PEOPLE 

• • • 

For your best sales results use 
WTVJ, Channel 4, MIAMI . , . 
The only TV station giving complete 
coverage of the entire market. 



MIAMI 



Basic Affiliate 



FLORIDA'S FIRST TELEVISION STATION 
100,000 Watts Power— 1,000 ft. Tower 



)N 1 
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(Continued from page 34 J 

is a stanza called Wanted, wherein participants in actual 
unsolved criminal cases of note are the cast of the show. 
The pilot episode, I'm told, dealt with the Arnold Schuster 
murder, and hefore it was completed, a number of people 
involved in producing the show were threatened with the same 
fate which befell Schuster. Seems some of the irate still- 
suspects, approached to appear hefore the Wanted cairn 
eras, not only refused but made violent promises about what, 
they would do if the CBS crew didn't lay off. 

This situation, it seems to me, demonstrates as graphically 
as any, that the golden programing era I'm discussing here 
involves not only staggering sums of money where warranted, 
but whatever else it takes in the way of ingenuity, courage 
and small amounts of sheer insanity. (Would you take on 
the Wanted production, or direction job?) 

In the children's field, substantially sparked by Walt Dis- 
ney's blockbuster entry into the medium, powerful new pro- 
gram efforts are also being and will continue to be made. I 
don't know how many tens, if not hundreds of thousands of 
dollars, Roger Muir and his NBC crew have spent and are 
planning to spend on Howdy Doody, and to a lesser extent 
on Pinky Lee. But it's substantial. And I do know that CBS, 
in trying to come up with a one hour children's strip for the 
8 to 9 morning spot, Monday through Friday, has alreadv 
spent better than $50,000 producing pilot TVRs for the 
inspection of the brass and prospective buyers. Frank Luther, 
the daddy of all kid entertainers who has sold more than 
65,000,000 Decca records, turned in a kine of a show called 
Frank Luther's Wonderful Island; Martin Stone and com- 
pany are completing an elaborate "real child's world" TVR; 
Bob Keeshan, ABC's Mr. Tinker, turned one in; as did 
Sheriff Bob Dixon. 

Nothing points up, as does this situation, how far the net- 
works are going these days to invest in pre-air testing of , 
formats and ideas. And this condition is substantiallv true of ' 
virtually each program category. 

And a fellow would need two or three more columns to 
talk about the golden era of new programing coming up on 
tv film. What it all adds up to, at any rate, is that tv must 
inevitably win new and larger audiences than ever before, 
which should make you fellows who pay the bills happy 
people. * * * 

SPONSOR i 




3i 








BUfilNEfifi LOOKfi GREAT FROM UP HERE! 

More People — More Retail Sales. These are the important results 
of WFAA-TV's upcoming coverage increase.* From the tip of Texas' 
tallest structure, 1685 feet above average terrain, Channel 8's 316,000- 
watt signal will create new "A" and "B" contours which include: 



MORE PEOPLE — a population increase of more than one-third 
million over the present "A" and "B"; 



MORE RETAIL SALES — a whopping gain of nearly one-hall 
billion dollars annually; 



THREE recognized metropolitan areas 
Waco. 



Dallas, Ft. Worth and 



As Egbert, the Chanel 8 Electron, says: Business Looks Great — for sponsors who 
use WFAA-TV to cover one of the nation's top dozen markets in one easy operation. 

"Torgel Dole: October, 1955 




RAIPM NlMWONS. 

Station wotoger 
EDWARD PETBY & CO.. 

Notionol Pepreientol«»e 
Televiiion Service of the 
Dol'ot Vom'ng Neo-i 




WIN THIS 21-INC 

in this history-making contest sponsored 



Just as color television adds an important new dimension to advertising 
so "BUYERS' GUIDE TO STATION PROGRAMING" adds an importari 

new dimension to the buying of Iv and radio timf 

In die two years BUYERS' GUIDE has been published, we've heard of scores of way 

it has been used. But we'd like to hear still more uses so they cai 

be passed along for the profit of our reader? 

And «o this exciting contest was conceived to gel the answers from SPONSOR subscribers , . 
all of whom received "1955 BUYERS' GUIDE TO STATION PROGRAMING"' on May 16th 

Enter the Contest today. The rules are simple. The prizes are exciting. And win, lo?t 
or draw . . . your rewards from using "BUYERS' GUIDE" will be greal 

Extra copies of BUYER'S GUIDE are available @ $2 t-arfi 

Xon-subscribers may get one by entering a subscription 
SPONSOR dl $8 jor 1 year, $12 for 2 ycm. 



pkizi: 

lijiidciiit 2 1 -iix-ii rc\ 

y»|i Color Srt! 



1 1 

t >v the thrill of bin screen Cnloi IV 
H ilrsi km us »t lnsli ill. ini.1 I lie 
■Holm i>f Hnu'!u.i\ uuisk.iIs. 

superb performance goes %tuti>iiiiK 
c ihiiictrt - lor here is teles imoh's 
^Blixiii Kr. stshsli .mil Ioh . . .i sluiw- 
Qftili iiijIii'K iih or blond tropu .i I 
• 4 linisii. linngs Kin alt I lie piogi.ims 
JBiici. loo! M.igmh< ent "tolor (.isis" in 
i folor jnd ;ill (lie ollin shosss in 
, * r bl.ii k ami » hilr, 



JCA COLOR TV SET 



fYiRS' GUIDE TO STATION PROGRAMING 



y 



2ND. SKI) AM) 
ITU PRIZES — 

I\CA "Slumbereiie'' 
Clnrk-Uadio 

, iinbcrctte is designed to give you 
round I lit- elexk. At bedtime, enjos 

||i hour of music— in* iting sleep, then 

t ins oil autoniatiiallv. In the morn- 
tuloniatK sisitiii turns radio on and 

'ittz/cr ten minutes later. Automatical- 
mlli-e maker. Built in phonosockct, 



ITER. HERE'S ALL YOU UO! 

• 00 t%orcl< or less till orlr vav sou arc 

• BrYr-RV Gl'lOK lO MAIION 
M UlINO" (mailed free to all M'ON- 

* >scnbers on Max Kith) 

hrtes will be judged on the basis of 
>• tv and freshness of thought by a 

• f nidges that includes Pete Cash, 
I Station Relations, I VII; R. Das id 

1 Director l ocal Sales S: sen ice, 
nd Lawrence Webb, Managing Di- 
iRA. 

lilicaie prizes will be Risen in case of 
1 plover* of SPONSOR arc not eligible. 
^ I vmir cm rs to: 

^ ERS' CI IDE CONTEST 

t. SPONSOR SERVICES INC. 

Ka-t 1 5th St.. N. Y. 17, N. Y. 

Ines must be post marked no later 
Member St), I9.">."». 



THESE EXCLUSIVE KEATUKES GIVE I5UYEKS' GUIDE 
IIUNDKEDS OF USES 

/catalogs the local programing of 2172 radio Nation? and 381 
television stations in U. S. and Canada. 

/tells at a glance the program character, audience interests 
^ and facilities of each individual station. 

/provides separate lists of stations appealing 
^ to specific groups and tastes. 

'-hows die number of weekly hours each radio and 
tv station devotes to 10 principal categories 
of programing. 

/gives studio facilities and film and slide 
^ specifications of tv stations. 




\ 



/gives power, national rep. network program 
bonis, service-. 



WITH P 



_^ STH THROUGH 
1^ . 10TII PRIZES— 

J KCA DeLttxe "Personal"" 
Portable 

•werfitl lin! t . performer is housed in 
*«iblc "inipac". won't dent . . 
. craik. ... or break. Here's sciim- 
r < ption. loo . . . plus rooni-si/e sol- 
Jjml it's all in a portable about the 
* book, less than 6 inches high. Plass 
- . no warm-up ... no waiting 
1 e. bv self contained batteries. 



PUSS 'N BOOTS 

{Continued from page 47 ) 

lead, Mr. Jolly, about to marry his 
lady fair, Paulina Truebell. The audi- 
ence was asked to voice its approval 
or disapproval of the contemplated 
marriage. The only inducement of- 
fered was a picture of the cast. Seven 
announcements were made on succes- 
sive shows. 

The letters poured in, over 10,000 
of them. So unexpected was this re- 
sponse that neither agency nor network 
was really prepared to handle it. What 
makes the mail-pull even more out- 
standing, according to NBC. is the fact 
that the program was carried on only 
84 stations, including sustainers. 

The test network: Of the total NBC 



lineup carrying the program, only 31 
were on the Puss 'n Boots list. 

Coverage was spotted to tie in with 
Puss n Boots marketing needs. All 
of the West Coast was hit, through 
NBC's Pacific Coast Network. WMAQ. 
Chicago, carried the ball for part of 
the Midwest, while individually select- 
ed stations covered New England and 
portions of the East, including Phila- 
delphia, New York and Baltimore. 

NBC Radio Sales Manager Fred 
Horton explains that this was possible 
to arrange on a network basis for two 
reasons: (ll no extra line charges 
were involved, since the standard net- 
work lines were used; (2) the 75% 
minimum rule of NBC Radio need not 
apply in non-option time. The 5:30 
period falls in a mixed period, sa\s 
Horton. and includes non-option time 



in the East, some option time as you 
go West. Horton points out that any 
advertiser can take advantage of a sim- 
ilar setup, if he is willing to try to 
clear time in non-option periods. NBC 
Radio will work with clients in devel- 
oping unorthodox network patterns in 
such periods, provided they are thought 
of primarily as first steps toward ulti- 
mate regular network use. (For pres- 
ent selling provisions on all four radio 
networks see "Do you know all the 
ways you can buy net radio?" spo.v 
son, 8 August.) 

Economy: How small the program in- 
vestment can be on national radio 1$ 
shown by the SI, 800 Coast Fisheries 
lays out weekly for production. This 
is the client's share of the weekly pro- 
duction nut for five programs. NBC 
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I. JSew stations on air* 



OITY 4 STATE 



CALL 
LETTERS 



CHANNEL 
NO. 



ON-AIR 
DATE 



BLUEFIELD, W. VA. 



WHIS-TV 



29 July 



ERP (kw)« 

Visual 



Antenna 
(ft)"* 



NET 
AFFILIATION 



STNS. 
ON AIR 



SETS IN 
MARKETt 
(000) 



PERMITEE, MANAGER! 



50.1 1,225 



None 



NFA 



Dally Telegraph Printing 
Jim H. Shctt. pns 4. .<J 



If. iVetc applications 



CITY & STATE 



CHANNEL 
NO. 



OATE 
FILED 



ERP (kw>" 
Visual 



Antenna 
(ft)"* 



ESTIMATED 
COST 



ESTIMATED 
1ST YEAR 
OP. EXPENSE 



TV STATIONS 
IN MARKET 



APPLICANT, *AM AFFI 



CHEBOYGAN, MICH. 4 

LAUREL, MISS. 7 

HAYES CENTER, NEBR. 8 

ELMIRA, N. Y.2 18 



18 July 



1.3 



18 July 100.4 
1 1 July 28.4 

18 July 15.1 



281 $ 84,730 $30,000 None 

472 $192,000 $90,000 None 

707 $188,166 $24,000 Ndrae 

700 $ 95,579 $30,000 None 



R. E. Hunt, d b as Stnits t » 
(owns WCBY. Cheboygtn; is l( 
owns 80% of W1TW. Piqua. ' 



S. A. Rosenbaum 4 Wn, Si 
d/b as Laurel Tv C» 



Bi-States Co ' 

F. Wayne Brewsttr, ores 

C. E. Frtas Jr. vp 



Central NY Bcstg Corp 
E. R. Vadeboneoeur. prts 



BOX SCORE 



U. S. stations on ai'r_ 
Markets covered 



V. S. tv sets (1 July '55) 



422 
2531 
36\477.©00§ 



•Both new c.p.'s and stations going on the air listed bere are those which ureti 
1 August and 15 August or on which Information could be obtained in that perlud. 
considered to be On the air when commercial operation starts. "Effectire radltted 
power usually Is one-half the visual power. •••Antenna height -bore arerate 
abore ground), t Information on the number of sets in markets where not deslrni 
from -VEC Research, consists of estimates from the stations or reps and must be de< 
mate. 'Data from NBC Research and Planning, tin most cases, the representing 
station which Is granted a c.p. also represents the new f operation. Since n ?< 
generally too early to confirm tv representatives of most grantees. SPONSOR lifts 
the radio stations in this column (when a radio station has been Elren the ir rr«nt 
figures available at Presstlme on sets In market. iRi-States also operates KHOL-' 
Xebr., from which ail programs of proposed satellite station will originate. 
will broadcast programs of WSYJt -TV, Syracuse. 
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Katlio carries t lit" show sustaining on 
Tue*da\s and Thursdays. Time costs 
last season came to alioitt §4,100 week- 
fa after discount. 

The contract allows M5C Kadio to 
>eek other, non-competitive, sponsor- 
ship in tho-e areas not utilized by 
Coast Fisheries. But so far no other 
clients ha\e shown up. Still \MC Ra- 
dio is interested in earning the pro- 
gram, on Tuesday and Thursday, even 
if not sponsored, so as to provide con- 
tinuity for the fiv e-time-a-week show, 
which redounds to the benefit of the 
advertiser in the long run. Coast Fish- 
eries will stick to the three-tinie-a-week 
schedule in the fall. 

f !tf» .vhoic,- Hotel For Pets is one of 
those programs you either cotton to 
strongly or not at all. The agency re- 
ports that while some listeners appear 
U> take the show very seriously, others 
seem to he aware of its basic light- 
fantasy approach. It definitely has a 
flavor all of its own, which is suggested 
in these excerpts from a typical script 
by Hob Cennendella of NBC Radio. 

AS SCR: The time has finally ar- 
rived for the wedding of Mr. Jolly and 



Paulina. . . . 

I he pets Inn I* taken it upon them- 
sclve* to go to the church and wait for 
glimpses of the bride and groom u» 
thev enter and leave. Ju-t now the 
other pets have strolled oil, and Lord 
Mv roil the llngltsh Hull Dug, and Sere- 
na the cat, are left talking to each 
other. . . . 

I Ml SIC: TRANSITION TO \NI\I VI. 
SI'FFCII. Til FN I NDFK ) 

SERES A : Meow . 

LORD BYR()\ : What was that Sei- 
en a '{ 

SERES A: Nothing Lord Byron. I 
was just meowing . . . nerves, I gue-s. 

LORD BYROS: But why should you 
be nervous, Serena. You aren't get- 
ting married. Cats don't get married. 

SERESA: 1 know . . . but wouldn't 
il be nice if we did. 

LORD BYROS: It isn't necessarv 
with pets. We prove our love and 
loyalty in other ways. 

SERESA: Yes, but I do love to bear 
the church organ play. It makes me 
purr. There's such a nice sound to 't. 

LORD BYROS: Then purr, by al" 



means . . . don t meow . 

NBC staffer Fred Weihc direct-. 
Agencv tv -radio head David F. Unr- 
-ton produces. 

('oiiuii<»r<-i*i/ ojijiroocfi: |-',, r nianv, 
years the Pus* 'n Boots campaign* 
have been v i-ually conceived. It wa- 
bclieved essential to show a healthy, 
beautiful cat. Magazines have thu- 
been the traditional backbone of the 
firm's adv ertising. Telev i*ion i- con- 
sidered important for this reason. 
Coast Fisheries was happy with its 
Carroway ride last season. 

Despite the loss of visual advantages 
on radio, the commercial impact ol 
the aural medium is considered strong. 
Agency researcher Jack Kline outlines 
the Puss 'n Boots commercial approach 
on Hotel For Pels. 

1. The pet owner is presumed to be 
affected by a dramatization of some- 
thing that is of benefit to her pet. 

2. It is not enough to stress the 
cat's preference for the product, since 
you assume the animal likes what it 
is being currently fed anyway. 

3. Women try to feed their pets a 
(Please turn to page 102) 



Strong pull 




• • • keeps viewers tuned to 



7 



KMJTV 

FRESNO, CALIFORNIA • CHANNEL 24 

NBC affiliate 



the San Joaquin Valley's 
FIRST TV station in . . . 

POWER now 447,000 watts. 

RECEPTION Pacific Coast Measurement Bureau 
Survey (Oct. '54) shows KMJ-TV re- 
ception "most satisfactory" in area. 

KMJ-TV carries 24 out of the 35 top- 
rated nighttime programs in the 
Fresno area (ARB report, March '55) . 

KMJ-TV was the first local station 
equipped to transmit network color 
shows and has presented them on a 
regularly scheduled basis. 

Paul H. Raymer, National Representative 



RATINGS 



COLOR 
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MEET THE BIG 




Meet AVu'.v Director rod maclfish! He's the galli- 
vanting globe-trotter who literally covers the news 
for WRZ-fWBZA. He analyzes it. Reports it. With 
clarity, color and completeness. Among his many 
occlusives: Interviews with Adenauer, McCarthy, 
many others! Articles and stories published in Satur- 
day Evening Post, American, Red Book, Family Cir- 
cle. Monday-Friday, 12:05-12:15 i-.m. 



OVER WB2H 



Meet LEO egan! Xew England's number-onci 
man, according to Nielsen! Most often foiid* 
WBZ's News Wagon, equipped with mobile 
and tape-recorder to scoop the news exactly 1 
and when it happens. At the Charlestown 
riot, for instance, Egan scored his usual 
Monday-Saturday, 7:30-7:45, 8:00-8:05, 8:3' 
8:55-9:00 a.m. 



Now you know them. You know the men who make the news more th;j 
wire service copy over WBZ+WBZA. These Big 4 are reporters i\ 
Their own eye-views, objective interpretations and presentations keeu 
New England on its ear. Families by the hundreds of thousands foil' 
station that keeps them dramatically up-to-date. 

If you want to give your products a newsworthy pitch, do it dram;? - 
on WBZ+WBZA. Talk to Bill Williamson, Sales Manager, at ALgonquin at* 
Or call Eldon Campbell, WBC National Sales Manager, MUrray Hill 0i 
New York. 



BEHIND THE BIG 






"BZA RADIO! 



tiRii iuK sItart! Veteran WUZ+W157.A news- 
imecl lor on-the-spot descriptions and dynamic 
r 'ws with people who make tlic news. Typical 
4 taking bulletins: taped interview with com- 
mit of an Alaskan air base when Russian MIG's 
Awn an American patrol plane off Alaskan 
t Monday-Fridav, f>-0:05 p.m.. 7-7:05 p.m.. 11 
lj p.m., and 11:55 to 12:00 p.m. 



Meet ARCH macdonald! Outstanding broadcaster 
recently cited for "personality, diction, adaptability, 
voice, and versatility." won the coveted Davis 
Memorial Announcer's Award. Famous program 
pioneer and ad-lib reporter par excellence. Monday- 
Friday, from 9:25-9:30 a.m.. 1:00-1:05 P.M., 2:00- 
2:05 P.M. 




WBZ WBZA Boston -Springfield 
WESTINGHOUSE BROADCASTING COMPANY, INC. 



RADIO 
BOSTON WBZ+WBZA 
PHILADELPHIA KYW 
PITTSBURGH KDKA 
FORT WAYNE WOWO 
PORTLAND KEX 



TELEVISION 
BOSTON WBZ-TV 
PHILADELPHIA WPTZ 
PITTSBURGH KDKA-TV 
SAN FRANCISCO KPIX 



KPIX REPRESENTED 8'' The: Katz Agencv In 
A OTHER V\BC STA-OSS REPRESENTED 8> FREE » PETERS INC 





fr j 1000 WAT lif 



J 



w-PAL 

of Charleston 
South Carolina 



"Summer Radio Stations . . 
and Summer Not! w-PAL is 
a summer radio station. By 
that we mean we take pride in 
doing a selling job for our cli- 
ents all year long — including 
the summer. Our clients know 
this, and the majority of them 
are year 'round residents with 
us! To reach the lush negro 
market in Coastal Carolina, 
you really need w-PAL! This 
'little doggy station' can really 
'put on the dog' for you!" 



For joe & Company 



now 



in 



proof positive 

WCUE 
FIRST 
AKRON 



latest 
Hooper 
ratings 

March-April 
1955 



SHARE OF 
RADIO AUDIENCE 


Mon. thru Fri. 
8:00 A.M.-12 Noon 


Mon. thru Fri. 
12 Noon-6:00 P.M. 


WCUE 


32.2 


32.7 


Station B 


29.5 


28.3 


Station C 


27.0 


21.6 


Station D 


4.2 


9.3 



PUSS 'N BOOTS 

(Continued from page 99) 

balanced diet, and they have their own 
checkpoints — pep, coat, appearance; 
contentment and so forth. 

4. Women are interested in. the 
techniques of nutrition generally; 

For these reasons, the Puss n Boots 
commercials usually start with a list- 
ing of benefits and follow with nutri- 
tion information. The product pitch 
is essentially that Puss 'n Boots is 
made of whole fish. 

Coast Fisheries claims that its cat 
food is the number one in national 
distribution, that it does more business 
than all its competitors combined. 

★ * * 




\N CMQ . . . Akron's only Independent— we're home folks. 

TIM ELLIOT, President 

John E. Pearson Co., National Representatives 



SPONSOR ASKS 

[Continued jrom page 83/ 

PUBLIC IS FINAL JURY 

By William P. Warwick 
Director of Tv and Radio 
Warwick & Legler, N. Y. 

The television 
code is a thor- 
ough set of stand- 
ards designed by 
the industry to 
inspire greater 
appreciation of 
its programs by 
the public and to 
forestall or elimi- 
nate altogether any direct censorship 
supervision by federal agencies. The 
"biting" action to make the code more 
effective must come from two sets of 
teeth. 

First, responsible advertisers, ■ad- 
vertising agencies, networks and sta- 
tions must maintain moral interest in 
enforcing code requirements. This 
means complete familiarity and agree- 
ment with contents of code. 

The second set of teeth belong to the, 
viewing public who after all, constitute 
the final jury and must be encouraged 
to protect the privacy of their living 
rooms by pointing out violations qf 
commercial excesses and bad taste. 

The code is not so much a set of 
rules as a description of fair play and 
as long as good remains a matter of 
individual conscience, there will be 
violators who will take advantage of 
the good intentions of their competi- 
tors. 

So let's ask the "jury" to put the 
"bite" on those who make mistakes. 

★ ★ * 
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iNCLE COMMERCIALS 

londnut'd from page 43) 

Kiglit years ago the catchy refrain 
l'lie values go up, up, up," hit the 

rwaves in New York, and Robert 
all began a swift cliinh on a "low 
Vcrhead" spiel that has made it a na- 
onal company with retail outlet* 
iroughout the country. The lyrics 
nve remained untouched, hut the ar- 
'ingcinents are altered frequently. 

hi addition, Hubert Hall has its 
geucy , Krank Sawdon, Inc., create 
ngles for the numerous special occn- 
ons retail operations find so helpful 
i building sales. A full-time jingle 
riter, Jack W'ilshire. is retained for 
lis purpose. 

In November, the time-tested jingle 
isappears teinporaril) while the sec- 
nd Hubert Hall perennial makes its 
.vo-month debut. It begins: "I'm do- 
lg my Christmas shopping at Hubert 
lall this year." This contrasts beauti- 
jlly with the hard-hitting year-round 
lall favorite, and seems more like a 
|op song than a commercial. 

A third Robert Hall jingle used 
early is geared to the going-back-to- 
ohool period of late August and early 
eptember. As for Easter, agency v. p. 
erry Hess wry Jy comments: "We 
aven't }et come up with a jingle to 
ompete with Easter Parade." 

Hobert Hall policy generally is to 
avor the one-minute commercial, in 
vhich there are 20 seconds of jingle 
ntroducing 40 seconds of talk. 

he car companies: Following an 
entirely different practice is the Ford 
Motor Co., which sees the function of 
its musical commercials to be primar- 




il\ that of hiring cti-tomers into the 
showrooms when the new models are 
announced. 

This mean* that the jingles must be 
news\, full of the excitement of new- 
model talk. In recent year;, its agenry, 
JWT, ha> created special \ersions of 
hit Mings, employed big-name >tars and 
drc-sy productions. Among the num- 
bers used to sell Ford ha\e been 
■'Come-Oii-A-My House" and "This 
Old House" featuring Rosemary Cloo- 
ncv and Mitch Miller s orchestra (see 



"1 he diary of Fold's "1 his Ole House' 
jingle," ID January 1 'J ,"»."», page ID), 
and a "(dow worm" rendition b\ the 
Mills Brothers. 

\n opposite policy i» followed h\ 
Old-iiioliile, whuM! "Merry Okbino- 
I ile seems destined to go on forever 
slopping only for yearly lyric o\er- 
hauls to keep the copy fresh. 

fV.viwir/ ji»ir/i«-.v: Wit), S() mU( .|, r i,l. 
ing on a jingle especially since it 
takes time for am son's to catch on 



WHEAT 

124 million bushels of golden Kansas 
wheat, moving to market in end- 
less caravans of trucks, will put 

$235,600,000 

into the pockets of our lis- 
teners, the Kansas farmers, 
helping to swell their average 
annual income to 

$8,830* 




after taxes 



above the national 
average! These 
folks have the 
cash — 52% 
more of it — 
. to buy your 
\ product! 



"I'M glad KRIZ Phoenix said to 
visit the Grand Canyon of Arizona 
— but which way did Junior go?" 



Sell these upper-income Kansas Farmers with WIBW — the 
radio station they listen to mostf 

*Consumer Markets, 1955 
rKansas Radio Audience, 1 954 

TOPEKA, KANSAS 

Ben Ludy, Gen. Mgr. 
WIBW S, WIBW-TV In Topela 
KCKN in Kansas City 
Rep: CAPPER PUBLICATIONS. INC. 
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When ycvu say TV 



ALL 
AGREE! 

irs 

WKBN-TV 




everyone knows 
you mean 




210,400 watts m. r. p, 



LOCAL 
RECOGNITION 



"A" Civic movements . . . charity drives 
public appeals: They turn first to 
WKNB-TV for support, and get it. 
■fc More than 40 women's clubs on the 
air every month — 82,000 visitors to 
our new studios in first 10 months. 
"A The most live shows . . . local news, 
local programs... local civic service... 
special studio-produced spectaculars. 
★ Channel 30 is the TV vehicle for 
Hartford County and the New Britain- 
Hartford market. 



CONCENTRATED 
COVERAGE 



More than 300,000 WKNB-TV fam- 
ilies. (UHF conversion 81%. ARB 
Feb. '55) 



HIGH RATINGS 



Ability to capture audience with net- 
work or local programs. 
42.4 CBS Jackie Gleason Show 
18.7 WKNB-TV Early Show 
(ARB-Feb. '55) 



WKNB-TV 

1422 New Britain Avenue 
WEST HARTFORD 
Connecticut 



Represented by The Boiling Co., Inc. 



it becomes imperative to lower the risk 
as far as possible. Sometimes, you just 
know ) ou have a winner. This was 
the case with the "Man 0 Manische- 
witz" jingle coming out of the Emil 
Mogul agency. 

Reports Chairman of the Executive 
Board Selh Tobias: "The client was so 
excited by the audition record that he 
decided to put it on from coast-to- 
coast. Those cuts ran nationally for 
about a month before we were ready 
with the final production. By that 
time it had already caught on quite a 
bit. faster than anything we had had 
experience with before." 

But what do you do when your in- 
tuition is not hitting on all cylinders 
and your crystal ball may be a bit 
clouded? Play your audition material 
before as wide a group of agency and 
company personnel as possible, say the 
experts. The combined judgment will 
be more likely to come close to popu- 
lar judgment than yours alone. 

Kenyon & Eckhardt's experience 
with the recent group of RCA tv 
set jingles leads it to the conclusion 
that testing can contribute a great deal 
to a jingle campaign. To make final 
choices of jingles for the 1954-55 cam- 
paign as objective as possible, K&E 
retained the Schwerin research organi- 
zation to conduct a special series of 
tests. 

Nine commercials created by the 
agency and outside writers were tested 
by Schwerin on 1.921 respondents. 
Objective was to hand the agency a 
list showing the ranking of the nine 
jingles in terms of their ability to win 
the favor of the subjects; four differ- 
ent measurements were used to com- 
pile the rankings. 

Five of the nine were immediately 
eliminated as being unacceptable, ow- 
ing to their very low ratings on the 
test. Number seven on this list was a 
surprise, for the agency had confident- 
1) expected it to rank way above aver- 
age. It was dropped, however, despite 
its popularity with agency personnel. 

Of the four leaders, one ranked far 
ahead of all the others; actually il 
stood out in terms of its appeal to the 
test audiences. Yet it was never used. 
This illustrates, according to both the 
Schwerin organization and the agenc\. 
the limits of research in this field. 
Says Schwerin v. p. Don McCullum: 
"Research cannot be used mechanical- 
ly. Judgment based on main othei 
considerations must enter into an eval- 



WKBN-TV RATINGS 

PULSE 
22 of the first 26 program's 
(March, 1955) 

ARB 

17 of the first 25 program^ 

(Nov., 1954) 

HOOPER 

18 of the first 26 programs 

(Oct., 1954) 

WKBN-TV 

QUARTER-HOUR 
FIRSTS 

PULSE 
406 of 444 Weekly Quartet 
Hours (March, 1955) 

ARB 

312 of 466 Weekly Quarter 
Hours (Nov., 1954) 

HOOPER 

363 of 451 Weekly Quarter 
Hours (Oct., 1954) 

YOU NEED WKBN-TV 
TO COVER THE 
YOUNCSTOWN 
MARKET 



WK8N-TV 

CHANNEL 27 

YOUNCSTOWN, OHIO 

CBS-ABC-DUMONT 

Represented 
Nationally By 

PAUL H. RAYMER CO 
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,uatiori <>f tilt- re*earrh findings." 

"At K&K we use reswan li as a Wit- 
to judgment, as one of our tools in < re- 
nting better commercials," states \ . I'. 
Barrett ISrady, k&K's copy director. 

The most po|)ular jingle of the group 
of nine contradicted a price policy of 
RCA, reports UrinU. of which the copy 
group was unaware at the time. It was 
therefore eliminated. 

One of those tied fur se< oud place 
turned out to he tot) complicated, in- 
wohing a sw itc h in rhythms from 
lionnce to square dance, in the agen- 
cy's later opinion. This left two pos- 
sibilities. 

The first, which has shared the num- 
ber two spot, carried the now well- 
known phrase "K-Depcndable . . . C- 
Dcpendable . . . A- Dependable" at its 
theme. This fit it with IvCA Victor's 
cop) platform perfectly and it was the 
one selected. 

Not only did research play a vital 
role in the selection of the two RCA 
Victor jingles which were finally used, 
it plavcd a similar role in the selec- 
tion of Vaughn Monroe as company 
spokesman. 



Monroe was one of a number of per- 
sonalities tested as announcers In the 
Nhweiin organization. Interestingly, 
the tests weie not for radio, but i\ 
purposes, with the contestant's appear- 
ance and \ i >n;i I personality playing an 
important part. The tests indicated that 
Monroe and another announcer would 
he good chokes. 

Here again yon can see how re- 
search is best used a- a guide rather 
than as a mechanically applied tool. 
Monroe could sing, he had a famous 
name as a musical personality, lie had 
a following too: these were considera- 
tions which when added to his high 
lanking in the test prompted the agen- 
cy to pin their hopes on him. 

With this experience under their 
belts, KCA Victor and its agency are 
inclined to favor similar testing in the 
future, on the grounds that it provides 
for an organized and scientific, rather 
than an informal procedure for pre- 
testing singing commercials. 

Jfitirlc* trends: Where once the jingle 
was a simple tunc sung by a soloist 
or small group to modest instrumental 
accompaniment, today it is just as like- 



l\ to be a lavish prodiution on a >y m- 
phoiiie ^< ale. In uuiu\ agencies it is 
dignified with the designation ** 1 1 1 11 ~ j - 
( al commercial" or "minute < ouuuci - 
cial." 

">iugiug commercials 1 1 u \ e had to 
grow," sa\s JWI's Joe Stone, \ .]>. and 
Ford copy chief, "from the jingle, to 
the popular song, to the iim-ica! pro- 
duction." 1 he recent Coca-Cola jingle 
is a ca»e in point I >(■«• "Coke's new 
look,*' 21 r'ebruan l!>.>5, page 10 1. 

Mum 1 belies es thi> a natural de\el- 
opment arising out of the importance 
of this form of ad\erlising today. 
" I he "big' commercial." he sa\s. 
"dresses up the message, makes the 
product look big, is especially hnpor 
taut for the company that is large; 
its advertising should be appropriate. ' 

To Stone the trend to increased use 
of the jingle is all to the good. "There 
arc onl\ three wa\s to advertise on 
radio: by talking, dramatizing or sing- 
ing. I he only reason that you are morn 
i onsfious of the singing commercial is 
that it has a greater penetrating power 
^but you remember it. and that's the 
point." 

'I he possibility that all radio ad 
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PUBLICIDAD BADILLO, INC. 

ADVERTISING AGENCY 

takes great pleasure in announcing the 

opening of its new branch office in 

NEW YORK 

CHANIN BUILDING • 122 EAST 42nd ST. 
MUrray Hill 2-0521 



PUBLICIDAD 
BADILLO, INC. 



ADVERTISING OFFICES 
SAN JUAN, PUERTO RICO NEW YORK, NEW YORK 




MOW (Wftjy-. 

Bigger than St. Louis! 

The 50 county market covered by Wis- 
consin's most powerful radio station is 
bigger than St. Louis in retail sales, 
more than twice as big as Milwaukee. 
Like these metropolitan areas, wKOW 
COUNTRY is a group of shopping cen- 
ters. Unlike them, however, the land 
between one rich wKOW COUNTRY 
shopping area and the next produces 
valuable farm products and an aver- 
age annual family income of $6,921 
for the producers. Madison, the capital 
of wKOW COUNTRY, with over 
105,000 population, has an average 
spendable income per household of 
$8,067. You can sell it all at bargain 
rates on WKOW at one-fifth the price 
you pay for St. Louis, one-half the 
price for Milwaukee. 



WKOW 

MADISON, WIS 



CBS 

Affiliate 



may someday be sung is 
amusingly dwelled upon by BBDO jin- 
gle specialist Joe Hornsby. "Jingles 
are now successfully used by all sorts 
of products, where you might have 
thought them inappropriate a few 
years ago," comments Hornsby. "Fed. 
der's air conditioners, De Soto cars 
are examples." 

"There may be such a thing as a 
saturation point," he believes, "but a 
good jingle can go on for years. Mu- 
sic is the basic element; it becomes a 
theme which provides for instantaa- 
eous product association." 

No matter how elaborate jingles may 
yet become, say the experts, they will 
fail unless they are distinctive and 
melodious enough to catch on easily. 
Says Chuck Goldstein, president of the 
jingle-house, Goldswann Productions, 
"The thing that hits your ear is liable 
to stick in your mind." 

On the way to camp with his and 
some other kids, relates Goldstein, he 
started to sing some of the commer- 
cials he had done recently. The young- 
sters chimed in immediately. "When 
they are able to do that," he says, "it 
means you've got them." 

At WNEW. New York, where jingle- 
making is a big activity, they cau- 
tion advertisers that it is not enough, 
however, to have a good jingle; it 
must also be used properly. Says Pro-- 
gram Director John Grogan, "The vi« 
tal job of framing is frequently neglect- 
ed. When the best of jingles is poorly 
or incompletely integrated into a sur- 
rounding program, and followed up by 
a weak or inept comment, its effective- 
ness as a sales message can be consid- 
erably reduced. I've heard light, me- 
lodious jingles featuring soft vocal styl- 
ing between hot and harsh open-brass 
records — and vice versa! How much 
more effective if the program material 
preceding and following a jingle is 
planned to avoid a jolting contrast of 
mood and sound. I've heard an- 
nouncers practically ruin the most 
sparkling jingle by a perfunctory, at- 
tention-losing introduction and a cas- 



Represented by 
HEADLEY REED CO. 



THE EASIEST WAY 
TO SELL THE BIG NASHVILLE 

NEGRO MARKET 

USE ALL-NEGRO STAFFED 
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NORTH CAROLINA'S 

GOLDEN TRIANGLE 

A LISTENS . 




HIGH POINT 



WINSTON-SALEM 



NORTH CAROLINA 



WINSTON-SALEM 
GREENSBORO 
HIGH POINT 




Covered Exclusively 
by KHOL-TV 



NEBRASKA 




• 30% of Nebraska's 
Entire Farm Market 

• 128,000 Families 
» With a 1/2-billion 

dollars to. spend 

High per capita income based on 
irrigated farming, ranching, light 
industry and waterpower. 

For information, contact AI Mc- 
Phillamy, Sales Manager, or your 
nearest MEEKER representative. 

KHOL-TV 

Holdrege & Kearney, Nebr. 
CBS • ABC « NBC • DUMONT 



ual "I'm "lad that's out" kind of fol- 
low-up. In ^li < » rt , llic e(iivli\r jingle 
i* lite inn 1 which i~ not onl\ well-con- 
i ci\('(l ami ciealed, 1 1 11 1 tin- one which 
is farmed by the broadea-ler with the 
1 11:1 \ i in ir m of pacing and tas*te. * * * 



ROUND-UP 

{Continued from pagr 71 J 

\\ LOW , Norfolk. Ya.. lias; opened 
small savings accounts for local agen- 
cies and mailed t lie savings hook to 
agency executives. An iiceomparry rug 
Utter pointed out that clients always 
save money when the) use W LOW . 
that merchants had hecn using W'LOW 
for eight years and hanking the profits. 

This is part of a hard-hitting sale? 
promotion campaign. Earlier in the 
month W'LOW sent parakeets to local 
agencies with a card which read, "A>rv 
advertising campaign in \orfolk that 
floes not include W LOW' -is strict!} 
for the birds." 



Talk about the flexibility of radio — 
while relaxing in a shady grove during 
their \isit to Shenandoah, Iowa, the 
Russian farm delegation was startled 
to hear a voice speaking Russian blare 
out from a P. A, system: '"Gentlemen, 
this is Dick Mills, representing KM A 
here in Shenandoah. W'e hope that 
you are enjoying your watermelon 
(this was one of the features of the 
shady grove) and your visit. W'e would 
like to extend to you, all feelings of 
good will and hope to do so with thi« 
message in music. W hile you relax, 
enjoy a little piece of your native 
land." 

KMA proceeded to broadcast 15 
minutes of Russian music including 
the Red Cavalry Song, Caucasian Folk 
songs and other traditional song-. 
^ ladimir Maske\ i< h. deputy minister 
of agriculture in the L'SSR said. "This 
is one of the finest surpri-es the hos- 
pitable people of Iowa have show n us 
It is wonderful." 



Studio Films has a promotional 
booklet in the mails that is bound to 
be noticed by admen on the basts of 
shape alone, if not for its layout. Each 
page measures 17 by 3 3 .j inches. 
Opened, the booklet is almost a yard 
across while less than four inche.- 
high. Purpose of the novel-sized book- 
let is to plug Studio Films' Shoutime. i 
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CHANNEL 7 

100,000 watts 

1,921 ft. above sea level 
540,000 population 

$662,899,000 

spendable income 
152,000 homes 

Reprtiented by 
MEEKER, TV. 
New YorV. Chi.. Los Angeles, S»n Fran. 



Stockholders Include 

RADIO STATIONS: 
WSAU - WF1IK - WATK 

NEWSPAPERS: 
Wausau Daily Record- Herald 
Marshfield News Herald 
Wis. Rapids Daily Tribune 
Merrill Daily Herald 
Rhinelander Daily News 
Antigo Daily Journal 
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OWNED AND OPERATED BY 

WISCONSIN VALLEY TELEVISION CORP. 



YOU'LL SELL 
MORE BREAD 

with these 

$60,000* 

Animated Cartoon 

TV BREAD 
COMMERCIALS 

Original production cost. This has already 
been paid by one of the country's largest 
bakers. This is what it cost to produce 
these films from the start, but you can get 
them for a tiny fraction of the original cost. 

Here's what you'll get: 

FULLY ANIMATED FILMS -Animated cartoons are 
top salesmen on TV. You get full, not partial, 
animation. 

SHOWS YOUR WRAPPER OVER AND OVER-Your 

wrapper appears in the animated cartoon se- 
quences. It's also shown full screen size repeat- 
edly. 

YOUR BRAND NAME REPEATED OFTEN — Your 
brand name, slogan and the sales slant you are 
now using are made part of each commercial. 
Entire sound track is made to your order. 

FAST-MOVING ACTION THAT PACKS A SELLING 
WALLOP!— This series was created by baking 
industry people to fill the need for top -flight 
television film commercials for bread. It's test- 
ed and proved — is now doing an outstanding 
Job of increasing bread sales for bakers in one- 
fifth of the country. 

EXCLUSIVE USE — No one else can use it in your 
market— ever! Extra prints guaranteed available 
up to three years. 

POINT-OF-SALE TIE-IN— Attractive cartoon young- 
sters (named for your bread in the film) offer 
many possibilities for merchandising. 

USE AS TV SPOTS AND IN PROGRAMS— Strong 
appeal to both children and adults makes these 
commercials appropriate for use at any time 
during the television day — as spots, in pro- 
grams, or within participating shows. 

TAILORED TO YOUR BRAND- You get strong iden- 
tification of your brand name throughout, in 
both sight and sound. These films look as 
though they were specially made for you— top 
quality production puts your commercials up 
with those of America's biggest television ad- 
vertisers. 

LOW COST — Because original production costs 
have heen paid, this series is practical for even 
LIMITED ADVERTISING BUDGETS. 

AVAILABLE QUICKLY - Prints will be delivered 
ready for use within 35 days. 



DON'T 
DELAY! 

This series is 
available to 
only one baker 
in a market. 



TELEVISION DIVISION 

201 Alexander Bldg., Colorado Springs, Colo. 
Mail the coupon now for full details — no obligation 

Television Division, ALEXANDER FILM CO. 

201 Alexander Bldg., Colorado Springs, Colo. 

Send detailed description of Animated Cartoon 
TV Film Commercials for bread. 
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CHUNKY CANDY 

I Continued from page 50 1 

390. Two years ago, Chunky also be- 
gan packaging raisins because "we felt 
that there was a big void in promo- 
tion on the part of the people who had 
been selling raisins. Tv gave us a good 
chance to push this line." JafTe ex- 
plains. (The raisins account today for 
less than 15% of the total Chunky 
sales volume.) 

Commercial f <><-/uii«/u<>: Chunky 
uses its tv programing to advertise its 
entire line, but the stress is on "the 
Chunky bar'' of varying sizes, which 
accounts for better than 75 c /r of the 
firm's total sales. Each commercial 
makes mention of the different pack- 
ages and prices at which Chunky is 
available. And there are separate com- 
mercials for the raisins. 

Most of Chunky's past commercials 
have been film commercials starring 
the performers of the syndicated film 
shows the firm bought, e.g. Abbott and 
Costello. Occasionally, the firm used 
cartoon commercials and live an- 
nouncements, as within Ramar of the 
Jungle. 

This fall, on its network show. 
Chunky will again use the mixture of 
cartoon and live commercials — the lat- 
ter in order to get the benefit of Mary 
Hartline's personality. Chunky's new 
agency, Hilton & Riggio. has developed 
storyboards starring a boy and girl 
(virtually, the Chunky kids, though 
there's no intention at the moment of 
developing them into a trademark), 
who're heroes of brief adventures in 
their search for Chunky. The projected 
cartoons were still to be approved by 
the client at sponsor's presstime. 

The copy, also still in the tentative 
stage at sponsor's presstime, will con- 
tinue along the broad lines set forth 
five years ago: The stress is upon qual- 
ity not bigness, though there's mention 
of the odd size for identification. 

This minute film commercial, 
planned for Super Circus, is typical of 
Chunky's approach: 

Announcer (Indian staccato) ; 

"Big eyes bright 

On- hand to greet. 

"Heap big shopper . . . 

Lots to eat. 

"Food aplenty 

Food galore . . . 

"Young brave scouting party 

Hunt for more . . . 

"Search 'urn bag . . . 
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KDYL-KTVf 

. KLZ AM-TV 
r KOB AM-TV 



SKYLINE GROUP, RADIO-TV 
Covering the Uranium 
Triangle — Coforecfo, Utah, N«w Mwmkq 



J. t, MeVERGDM. 3442 RCA ML DC H. X. 
THE KMT AGEHCr - 1RANHAH CO. 



«»1^9f POWER" 
vL_ ' ^LUMBER 
AGRICULTURE, 




CBS *R&di& 

5.000 WATTS - 1260 KC 

KERG 

EUGENE. OREGON 

IVAA/T MOR£ FACTS ? 

-CQAtrACT W££D £ CO. 
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covers 





Finding those rich Southwestern Penn- 
sylvania markets hard to sell? It's 
child's play with WJAC-TV. Power- 
ful WJAC-TV boxes in Johnstown, 
Pittsburgh, Altoona and everything in 
between. Hooper rates WJAC-TV: 

FIRST in Johnstown 

(a 2-station market) 

SECOND in Pittsburgh 
(a 3-station ma-kef) 

FIRST in Altoona 

(a 2-station market) 

You'll corner the market with the one 
buy that covers three . . , 




Ask your KATZ man tar full details! 



Look fill prize 

"Extra thifk chocolate 
Meet the eve.s . . , 
"(iire V/h u hoo\> 
One lonii Must, 
"dlui nicy in xi^hl . . . 
■It long lust. 
"\\ lull a heavenly sight Chunk) bar- 
are . . . li 111 111 . . . Ilium . . . with 
cashew mil 1 * from far ulT India, rai-ins 
frmn sunny California,, brazil nnt> 
from South America, and lusi ion*, 
mouth-watering milk. chocolate that 
gi\es Chunk) a delicious taste and 
aroma all its own. They're so tempt- 
ing, perfect for anytime, any where 
eating. At school . . . work . . . play 
. . . or at liome. 

"Chunky liar.* are extra thick for 
extra flavor, even one of them. The 2C 
Chunk) Cnlie . . . the 5£ bar. the twin 
Chunk) and the new half-pound fam- 
■ In size bar the whole town's talking 
about . . . there's enough for everv- 
one . . . aild so economical too! 11mm! 
. . . hmni!" 

"■Ju*t stack delicious eating Chunk) 
up against ordinary chocolate bars, 
you'll see that solid size and yummy 
taste is really a standout." 

Each commercial ends with a musi- 
cal jungle sung to the tune of "Mul- 
berry Hush." which is just a repeti- 
tion of this line: "Extra thick chocolate 
with raisins and nuts. . . ." 

Like all chocolate bar advertising. 
Chunk) s copy is slanted toward chil- 
dren, with a mention of economy and 
quality factors to appeal to mothers. 
The really unusual aspect of the cop\ 
is the stress upon size and the selling 
against competition on that score. It 
is by drawing attention to the Chunk) 
shape and size that the firm managed 
to turn the handicap into a salespoint. 

C7timfejj\v vampftUnrs; Chunkv's 
competition in the field is consider- 
able. In a broad sense, of course. 
Chunk) competes with all manufac- 
turers in the $970 million-a-) ear can- 
d\ business | The Candy Industry 
Magazine I . More directly . Chnnk\ is 
a part of the SlOO-million-a-y ear choc- 
olate bar busiue- ; s i "And we're one of 
the top 20 candy bar manufactur- 
ers." sa\s JafTe. "in a business that 
has thousands of major and minor 
manufacturers." 

The biggest and most unusual of 
these competitors is Hershev. of 
course, since this candy maker main- 
tains bis No. One sale? position with- 
out am ad\ ertisinu at all. Hershev s 



LAKE CITY 



KNAK » FIRST 




KNAK's Joe Lee. lop news- 
caster of the Intermonntain 
West. Five minute periods 
every hour. "On the scene 
broadcasts of all LOCAL 
headline stories plus I I'. 
KNAK is FIRST with the 
news in Salt Lake City • 
Hooper 39.1. 

MUSIC 
NEWS 

SPORTS 

2i 1 1 oi rs \ rm 



NOW GRANTED 
5000 WATTS 



LOWEST COST 

Per Listener in 

SALT LAKE CITY 

(Ilnoppr TVti lf>"5 l! J" n tc « \>m.) 



Represented Nationally by 
FORJOE & CO., INC. 
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annual chocolate bar volume i> e?ti- 
mated at $70 million. \e\t-lar»est. | 
Mars, with an annual volume of $40 
million or more, has been a consistent- 
ly large air media user. Though Mars 
is not trul\ in the chocolate bar busi- 
ness I they make a chocolate-covered 
nougat), this manufacturer is inter- 
esting for having preceded Chunk) on 
Super Circus. 

In fact. Mars used Super Circus in 
1052 and 1 ( J53 on a weekly basis with 
a 36-station line-up. at $750,000 a 
year for time and talent. The firm 
used tliis program to reach mainly 
kids, although \lar> v. p. in charge of 
sales and advertising. Victor Gies. 
pointed out thai the program's audi- 
ence was half adult and half kiddie. 
I See "Radio and T\ greatest sales tools 
we ever h~d Mars." 15 December 
I9r>2 Si'<).\M)K. I It'* a program that 
pulled strong re-ults for Mars. The 
firm also used People are Funny on 
CBS Radio to get a mixed family audi- 
ence. 

Xestle. another major Chunky com- 
petitor, had sponsored Space Patrol 
I Saturday mornings both on ABC TV 
j»an<l ABC Radio to advertise not only 
the chocolate bars but also two Xestle 
I chocolate drinks. Nestle's chocolate 

★ *★★*★★★ 

"Television has changed rapidly and 
very dramatically in the last few years. 
If the same eight advertisers who ae- 
coimted for one-third of the radio hill- 
ing in 1948 were to dominate tv in the 
same way, they would need a combined 
appropriation of over $300 million a 
year instead of the $60 million they 
spent to dominate radio. Obviously, even 
theveannot afford that kind of nionev." 

RICHARD PINKHAM 
V.P.. Programs 
ABC TV 

★ ★★★★★★★ 

bar sales are estimated at $15 million. 
The firm now advertises them mainly 
through Sunday supplements, partly 
with spot tv. Xestle had offered pre- 
miums like plastic space ships on its 
tv show. Chunky may try premiums 
this fall, but does not intend to go 
into premiums too heavily. 

M&M, with sales estimated at $16 
million a year, uses spot tv to adver- 
tise its M&M bar. Peter Paul. Mounds 
and O Henry are all currently spot 
advertisers. 

Despite the greater dollar weight 
these giant competitors can put behind 
their advertising. Chunky outgrew its 
Manhattan plant within two years, 
built a larger Brooklyn plant, then re- 
opened the Manhattan one in addition 
when demand continued to grow. *** 
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ATTENTION, RADIO 
SPONSORS | 

NOW YOU CAN REACH 
THAT BIG RICH 
CHICAGO BILLION DOLLAR 
NEGRO MARKET 

721 500 

LATEST FIGURES 

"JAM WITH SAM" 

The disk jockey show that 
is the talk of the toicn 

Mondav Thru Saturday — 
9:30 P.M.-12:00 M. 

WGES - ^,ooo Wa » 9 — 

1390 Kc, 
PARTIAL LIST OF SPONSORS 
ARMOUR — Carnation — Coca-Cola 
Ebony Magazine — Illinois Bell 
Telephone — Lucky Strike 

Miller High Life 
WRITE, WIRE OR PHONE FOR 
AVAILABILITIES 

SAM EVANS PRODUCTIONS 

203 N. Wabash Ave., Chicago, III. 
Phone Dearborn 2-0664 
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tv SET COUNT 

\V.oniiftued from /wge 111 

v,a\. The sample each <piuiter will l)C 
\A ihf "probability" variety; i.e.. a 
iiiitiiiUiLie "cross-section" of the I 
numbering about 25.000 home*. 
Kiiiat reports will show the follow- 

tire total number of sets and homes 
Irrmndunit the nation. Also it will 
iif breakdowns for the inurrlicr of 
t> in U«! burr major I ,S, region*. 
( ns>i li] ^ . hn*uli.ilt»HlVs will even he 
idih' fitr I Ik' largest I S. states, and 
|;f til!" sample large enough set 
rl> r;ilt n[;itril for the largest I .S. 
Jiki' York and Chicago. In 
Llilim. ihf find} is expected to pro- 

Mr ilfiln id t ill" relationships of tv 

uiiership Lo income, honie-ow ning. 
lurulion, mill tint? like,, 
lire figure* Villi find widespread 
n all nidieiiUtnis. in tv advertis- 
TIica will serve as the national 
..n h mark*' against which televi* 
mi's national ratings I such as those 
f MWmi, ARU and SAMS I will he 
[rtjH-trd. TIipj nln) even stand as 
i- "uflkiar" mark, against which the 
i^rffse sludics. nbov-e mav "correct 
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A BIG LOCAL MARKET | 

MORE THAN 65000 j 

RADIO FAMILIES 

f ulton-Mexico- I 
Columbia- | 
Jefferson City | 
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KFA1 COVERS! 

30 COUNTIES — '/j MV. 

INFLUENCES SALES! 

I FROM DAWN TO DUSK 



STUDIOS & OFFICES AT 
FULTON, MISSOURI 

Represented Nationally By 
Benton Paschall Company 



their figures so that, at least, their 
national figure^ will he in line with an 
industry -accepted count. The I 'en- it- 
figures will also form the basi< selling 
tool of national tv networks. 

f/iViK pressurv: Win are so mum 

tv research firms getting into (he tv 
*et couut-and-circnlatioii act after such 
a lon» time lapse? Chk'fh. the answer 
lies in the fact that agencies and ad- 
\ertisers need this kind of information, 
and are stepping up the pressure on 
research firms to gel it. 

Assistant Research Director llarvev 
Spiegel of the Tvli calculated reeentlv 
that (lie trade association gets '"between 
15 and 20 phone calls per week from 
large and small agencies wanting the 
latest set counts for various markets 
or counties." And. he added, "the 
number gets larger even week." 

One explanation for the step-up in 
industry demand for the latest tv data 
was offered to sl'ONSOK In a McCanu- 
ICrickson research executive, who de- 
clined direct quotation: "We've been 
earning out our market estimates of 
tv sets on a projection basis ever since 
the 1952 and 1953 ISCS reports. We 
revise them as often as we can. partic- 
ular!) to allow for changes in tower 
height, power, the coining of uhf 
and intermixed markets, and channel 
changing. But, a projection gets wilder 
the further \ou get away from \our 
original 'bench mark." That's why 
we re trving harder than ever to prod 
.someone into doing a national survev. ' 

★ ★ ★ 



| ROUND-UP 

§ [Continued jrom page 101 



American working women, married 
and single, are more thoroughly cov- 
ered bv radio than bv any other me- 
dium, two studies made h\ Pulse for 
KAB re\eal. 

The studies, conducted this past Mav 
in Milwaukee. Cincinnati. Philadel- 
phia. Atlanta. Los Angeles, and Wash- 
ington. 1). C.. show that 95' < of work- 
ing women listen to radio even week. 
The bedroom is the favorite listening 
spot for single women, while married 
women do more listening in the 
kitchen. 

I be av erage sets-in-household of 
married women is 2.6. in those of sin- 
<de women 2 .ft. thestudv rev ealed. * * * 



QUEEN ISABELLA 

hocked her jewels for n fella 
to prove the world was round. 
The chance she- was taking 
was rather world slinking, 
suppose lie had run aground? 
Hut Christopher know 
what Ins three ships couhl do 
and his discovery of America 
was in. 

To parallel his fc-nt 
we repeat and repeat, 
vou can discover success 
on W P 1 X. 

When yon discover WPIN, you 
have unearthed the daytime sta- 
tion preferred by more local ad- 
vertisers. 

WPIN's clear channel signal serves 
a market of 790,1500 people with a 
buying income of $9S9,G 10,000.00. 
Phis dominant news station is the 
West Coast of Florida's best day- 
time radio buy ! 

WPIN 

6S0 Clear Channel 

Offices and studios in the 

Royal l'alm Hotel 

St. Petersburg, Florida 

Arthur Mundorff, Owner Manager 

Represented Nationally by 

Walker Co., Inc. 



IN EVANSVILLE INDIANA 
_ A WISE 
^jtm BUYERS 
Vli CHOOSE 





sales with showmanship 
NANCY THOMPSON 

Homemoker Supreme 

Everv suivcv for Is momli« 
shows WtH l's \ \M V 
I UOMI'sON 'lops" as iIr- 
Hvansville. Indiana In Male's 
M MIU.R t llniiicmaU-i 

PARTICIPATIONS AVAILABLE 

Represented by 

MEEKER TV INC. — ADAM YOUNG 
ST. LOUIS 




CHANNEL 50 



NOW OPERATING 
WEOA— CBS RADIO 
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any way 
you look 
at it! 




WIOL 

IS THE HOTTEST 

STATION IN 
THE NORTHWEST! 



Size it up from your latest PULSE 
report, Or judge it by the re- 
markable rush of advertisers to 
WLOL. The answer comes out 
the same. WLOL now leads all 
independent Twin Cities radio 
stations . . . outdraws three of 
the four network stations . ., 
delivers more radio homes per 
dollar by far. And that's 372,300 
city and suburban homes we're 
talking about! 



THE TOPPER 
IN INDEPENDENT RADIO! 

MINNEAPOLIS - ST. PAUL 

LARRY BENTSON. Pres. 
Wayne 'Red' Williams. Mgr. 
)oe Floyd, Vice- Pres. 



DROPPING THE AXE 

{Continued from page 45) 

From the start of a series, a qualita- 
tive survey of employees within its own | 
ranks and a similar survey among the 
employees of its ad agency. 

"You know pretty fast," opines 
Hank Fownes, head of the New York 
office of MacManus, John & Adams, 
which handled the Red Buttons Show 
last season for Pontiac, "Your show 
is right there and if jou've got a great 
hit you know it." 

A dramatic example is Disneyland. 
It premiered on 3 November to a | 
49%c share of audience and has stayed 
up there right along. Competitor God- 
frey was pulled down from 53 the 
month before to 34^. and / Married 
Joan from 26 to 16^- 

Most sensational case of the season 
is that of The $64,000 Question on 
CBS T\ . A Lorillard spokesman sadly 
reflects: "We were doing fine with 
Truth Or Consequences, then along 
came The $64,000 Question and mur- 
dered us." Truth Or Consequences' 
share of audience went down from 
48.2% in May to 21.1% in June as a 
result of the competition. 

Why does everything happen with 
such suddenness in television? A lead- 
ing research analyst offers this expla- 
nation : 

"Let us say a program has a poten- 
tial share of 30$-. The first show bits 
15%. Some of these viewers will re- 
turn to the program next week. Some 
will go elsewhere. And new viewers will 
tune in. This process goes on show 
after show. By the time eight shows 
have passed, you will have sampled in 
this way 15%c of all tv homes, there 
will be very little room left for 'turn- 
over." Bv this time about 30T of 
the audience should be staying with 
vou consistently. In a wav it's like a 
P&G sampling operation for a new 
product with product purchase telling 
you the story quickly after you've given 
out your samples."" 

Some cite the presumed gradual 
growth of Gobel's popularity as evi- 
dence that shows still can build slowly. 
Examination of two separate sets of 
rating figures reveal that while Gobel's 
popularit\ did indeed climb during the 
season, by the end of eight weeks he 
had reached his general plateau. Fur- 
thermore, his very first month's 
ratings were already in the substantial 
class. In October Gobel began with 
an audience share of Al c '< : in Novem- 



BMI 

"Milestones" for 
September: 

mil's series of program 
continuities, entitled "Mile- 
stones," focuses the spot- 
light on important events 
and prohlems which have 
shaped the American scene. 

September's release fea- 
tures four complete half- 
hour shows — readv for im- 
mediate use — smooth, well 
written scripts for a variety 
of uses. 

"V-J DAY" 
(Tenth Anniversary) September .2 

"EDUCATION '55" 
(School's In) September 12-19 

"TO FORM A MORE PERFECT 
UNION" 

(Constitution Day) September 17 

"THE FIRST BAND CONCERT" 
John Philip Sousa (Plainfield, New 
Jersey) September 26 

"Milestones" is available for 

commercial sponsor-hip see your 

local stations for details. 



BROADCAST MUSIC, INC. 

NEW YORK • CHICACO • HOLLYWOOD 
TORONTO • MONTREAL 




KMBC-TV 

KansAs City's 
^Most /Powerful 
* TV Ration 




Effective September 28, 1955, KMBC-TV 
joins the nation's most dynamic and fastest- 
growing television network, the American 
Broadcasting Company. For programming de- 
tails, consult your Free & Peters Colonel oe; 

Don Dovis, First Vice President 
John Schilling, Vice Pres. & Gen. Mgr. 
George Higgins, Vice Pres. & Sales Mgr 
Mori Creiner, Director of Television 
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her it w;if- 42' J. in December .">(>' \ . 

Gobel illustrate* another important 
factor in\ <>|\ ed in e\ abutting -how-. 
Almost fi< > 1 11 tin- beginning he genrr- 
ntcd talk among the public, in the 
trade, in the prcs*. In alnn»t no time 
his expressions became national coin 
and tnkc-olT* were being done by 
tlther*. 

Ratings alone, in short, are hardly 
enough. You've got to take all sorts 
of reaction into account. *av admen, 
like general talk, press notices, agency 
and client response* thcv are part 
id the audience too. 

The slow -starting show is not neces- 
irilv doomed, for its appeal may be 
hanged for the better by doctoring 
[■(Torts on script, production or talent. 
Masie changes in show treatment lifted 
This Is ) our Life from an audience 
.share in the 40' J range to oO'f in a 
month V time. Milton Berle showed 
the iudustr) how a fundamental change 
in comic character and situation was 
able to revive a falling rating, 

f'erson-To-l'erson went along a 
slowly declining curve during its first 
eason. beginning October 1953. Not 
until the winter of 1 ( JS4-5o was it able 
to match its opening high audience 
shares. One of the reasons appears- to 
he a policy of selecting guests with 
greater popular appeal, with the em- 
phasis on Hollywood names, as well as 
a general improvement in the pro- 
gram. 

The General Electric Theater is 
another case where basic changes have 
helped lift the ratings from one season 
( to the next. The show is on CHS TV. 
Sunday. 9:00 p.m.. opposite the long- 
established Television Playhouse — al- 
ternate!) sponsored by Pbilco and 
Goodyear. This season's budget was 
about doubled, with bigger names, 
better scripts and slicker production 
sousrht. Result ha? been a 15-20^ 



Where your Boast 
Meets the Coast 
and Pays You 
Greater Dividends 



iivi iea-e in *ltaie of audience over la*t 
\ car. 

Such experience* cau*e admen to 
caution against panic if immediate 
rating* aren't up to hopes. " \ *how 
needs six to eight week* to settle down, 
it need* a "shake-out* period," goe* 
the typical comment. One agency man 
compare* the first few week* to the 
trvonl period for a Urodway show. 

A research aual\*t put* it thi* wax: 
"lit many cases it take* time to crystal- 
lize the show's appeal. Many intangi- 
bles are involved." W here a show ha* 
built, you will invariably find it is 
associated with a changing show 
character a* the bug* are shaken out." 

Serious attempts were made to rectify 
troubles before cancellation in almost 
every case last season. Bristol-Myers 
casualty Honestly Celeste was one that 
couldn't make the grade despite a com- 
plete reuphosteriug job on script and 
production and the valant efforts of 
charming Celeste Holm. A big publicity 
push helped start the first show in the 
Nielsen mid-thirties, but it subsequently 
dropped into the mid-twenties. 

Bristol-Myers finally concluded that 
the situation comedy featuring a female 
photographer simply did not have the 
"built-in" strength that could make it 
a good property for the long pull. 

The Red Buttons case shows what 
can happen when a comic's basic 
appeal is played with too radically. 
Under General Foods sponsorship in 
1953-54 Buttons started out well on 
CBS. but lost viewers when the format 
changed to its situation coniedv base. 
Interestingly, he began to climb to- 
ward the end of that sea*on. 

I nder I'ontiac sponsorship on NBC 
he began the past season with a 29 r '( 
share of audience on Friday night at 
8:00 p.m., only to decline swiftly 
thereafter. A musical format was tried, 
but it proved too ambitious a project 




COVERING SOUTHERN CALIFORNIA 
WITH 5000 WATTS 



Los Angeles 
541 So. Spring St. 
MAdison 5-2551 



I 



Long Beach 

3745 Atlantic Avenu* 
L.B. 407-907 



IN THE LAND OF 

MILK ANDl*ONEY 




THE ONLY CBS PROGRAMMING AVAIL- 
ABLE TO A MILLION NICE PEOPLE! 

From 7 A.M. to 1 A.M. 
Yep! Bigger' n Baltimore! 




HATCH ft. EYAHS. Etn. Mgr. • WEED TV. Rep 



[ w s 

WMRY 

, NEW 
ORLEANS 

KNOK 

FT.' WORTH- 
DALLAS 

fcrmerly KWBC 




HOUSTON 



0 order 

delivers 
the Negro 

Population 
of the 

Souths 

Largest Markets 
...cuts cost, too! 



South. 



Gill-Perna, Inc., Nai'l Representatives 
lee F. O'Connell, West Coost 
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to develop fresh musical cumcch 
material weekly. In addition, Buttons 
had a spell of illness. 

A cost!) casualty was the ill-fated 
,Xorhy, whose short, sad career ran 
from 1 January to 23 March. So pain- 
ful is this tv disaster to those who 
cherished fond hopes at its birth, 
that mum's the word at the J. Walter 
Thompson agent), where they are 
indulging the pleasant pretense that 
it never happened at all. At least the) 
prefer that the whole thing be for- 



gotten. 



The cases of IF illy and Father Knows 
Best raise the crucial question of the 
time period. A D-F-S spokesman says 
that while the agency was aware soon 
enough of the show's faults, the most 
important factor was the time period. 
10:30-11:00 p.m. Saturday night. The 
General Mills show stayed in the low 
\ielsen teens, but in some areas where 
dela)ed broadcasts found it in better 
periods, the ratings went up five 
points, the agency claims. 

Lorillard believes that it's Sunday 
10:00 p.m. slot on CBS was working 
to the disadvantage of Father Knows 
Best. This is a "family-appeal" type 
show on which the company set high 
store. Ratings were down below that 
of its previous show The Web, which 
leads the firm to believe that the time 
slot is too late for a family show. Loril- 
lard says it tried hard to get a better 
slot, but in vain. It has gone back to 
a myster) -adventure show in the same 
period, Appointment For Adventure, 
com inced now that this type of show 
has a greater appeal at that time of 
night on Sunday. 

A check of recent ratings shows that 
the mystery show is riding higher than 
the family show if you rely on one 
rating service, but below it if you 
rely on another. 

An example of importance of time 
slot is Guiding Light, the P&G serial 




TO Bin 

AIR TRW 
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write, wire or )c* 
collect: 

Pat Williams, Ale 5. 
Geo. Lennij 

WING, 121 N. Ml- 

Dayton, Ohio • HErrcl 



- 





WKLO 



LOUISVILLE %~ 




WINPG 

T/& D ^ ay/en S£r/i#/t 



TfTf Ut 



1st in Power 
and Coverage 

1,000,000 
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KAILS 



on C.H>> T\ . hi the |o I n-ii(lc\ market-, 
tin- show iiii ifii-cil in a u 1 1 i i - 1 1 < i' -h.ire 
about 'MV '< when it mo\cd from the 
2:30 p. in. to tin- I2:J."> -pot immcdi- 
ateh following high-rated Si-nnh tor 
I onwrroit . 

J'r;i< ti« all\ e\ i-i \ hods agree- on this 
f 1 1 1 r < I :r n r< - 1 1 1 :i I : \ mi cant look at \our 
-how in isolation; it i- part of a com- 
petitive situation. 



* * * 
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/VCOL - WIZE • WCMI 



HI BLAIR & CO 



YOU CAN SELL IK 

* ~1 • LOUISVILLE 

• DAYTON 
. COLUMBUS 
« SPRINGFIELD 

• ASHLAND • IRONTON 
HUNTINGTON 



FO R 

WKLO 
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WCMI 



4C I E L 0 1SKUK0 • MUNT1HSIB« • IROKTCN 



AT N 



JLir Trails Network 



40 EAST 49TH 

{Continued jrom pnge \(>\ 

BASICS 

1 Iia\c ju-t returned from a vacation 
and ha\e lieen looking over \our ninlli 
fall Fact- Ba-ic\- is-ur. II Jul>. Ma\ 
I compliment jou on the fine -uhject- 
tliat \on have published o\er a period 
of inan\ \ears? 

I am \pr\ much intere-ted in mak- 
ing distribution, not oul\ to the -ale- 
-lafl associated with this station. but 
to present adverti-ers as well a* pros- 
pective advertiser;-, of Radio Basic-, 
pages l!S3-20». 

IMease let me know if \ou have 
available 100 copies of subject infor- 
mation and. if so, what would lie the 
< harge for the 100 copies. 

Again congratulations for the main 
splendid articles that continualb ap- 
pear and which are so helpful to the 
radio broadcasting industry. 

CUNK.S Au.KN 

WE7.H 

It omen oo<1, tla. 

• 1 *>.>.> Itailin Hn»ir» < a« *»<-ll a* T\ Ha-ir*. 
1'iltll lla-ir* and rinirli li\ ins Ma-ir») arr all a\atl- 
al»lr in rr|irinl form. Itaflio lla«.ir« i- \»rirn\ al 
2.>r |mt rr|>rlnl in iinantitir* from 25 t« 
2*>r p<-r rrprinl for I 00 or inrr. 
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"Dsdcly. how about persuading 
KRIZ Phosnix to broadcast rhythm 
:nd blues?" 
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CANADIAN BOOM RESUMES 

{Continued from pngc 53 I 

iness went up 814' t. And Canadians 
are traveling to work and traveling 
around in their own cars in increasing 
numbers. Automobile dealers upped 
sales 579' r during the decade and a 
half. For some reason, however, ga- 
rages and filling stations showed a 
business increase of only 347'/* , 

Canadians are eating better, too. 
The Dominion s grocery and combina- 
tion stores upped sales at a faster rate 



than the national retail average during 
the past 15 years. The food store per- 
centage increase was 541. 

Xot doing so well in the long pull 
as other important retail categories 
were department and drug stores. The 
former increased sales only 266'? 
while the latter showed a 15-year hike 
of 306', i — substantial, but below the 
average. 

Q. What do recent retail trends 
show? 



A. While personal expenditures on 
consumer goods and services increased 
last \ear over 1953. actual retail sales 
uere down slightly. However, a healthy 
advance was shown during the last 
two months of last year and this con, 
tinued into 1955. During the first four 
months of this year retail sales were 
up 2.1V? over 1954. 

The quickening of retail sales this 
year is not uniform in all provinces. 
The Maritime Provinces, Ontario and 
British Columbia show healthy jumps 
for the first four months but Saskatch- 
ewan and Manitoba — especially the 
former — registered declines, a reflec- 
tion of the Canadian Midwest's farm 
problem. 

The quickening of retail sales was 
not uniform in all categories, either. 
The best showing was made by grocery 
and combination stores, where thi> 
\ ear's sales through April were 6.6>< 
above the corresponding period last 
year. Canada's rapidly growing super 
markets did better than the indepen- 
dents with the former racking up high- 
er sales of 11.5 r ^ while the indepen- 
dents increased their sales 3.5' : (. In- 
dependent grocery and combination 
stores still have a bigger share of busi- 
ness than super markets. For example, 
independent sales in April 1955 were 
$122 million while chains sold S83 
million worth of goods. 

| Next best increase in 1955 sales was 
among the furniture, appliance, radio 
and tv set groups of stores. Other in- 
creases were listed by lumber and 
building material dealers and drug 
stores. Apparel sales in general were 
down slightly and so was the restau- 
rant business. 

Q. Do retail sales slump m the 
summer? 

I A. In Canada as in the U.S. people 
buy. buv. buy all-year-'round. Last 

j year third quarter sales for all retail 
outlets were well above the first quar- 
ter and only slightly below the second 
quarter. In some businesses, the hot 
quarter of the year is the best. Ga- 
rages and filling stations do their best 
business during July, August and Sep- 
tember in Canada. Grocery and com- 
bination stores do more business dur- 
ing the third quarter than the first two 
quarters. Drug store sales run practi- 
cally level through the year, except for 
December when the\ jump up. Lum- 

I her and building material dealers hit 




447 Jarvis St. Toronto 5, Ontario 

Walnut 2-2103 
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heir peak hnsine** during the summer 
ast y ca r. 

Aclualh, Canadians take in more 
income from Jnl\ through September 
[kin during any oilier quarter of the 
Nil'. While t lie third quarter i*> not 
In- peak spending period, it ceitainb 
ifl< llic potential to be. 



Is the average Canadian earn- 
ing more money? 

A. Yes. Hi* dollar a> well as his real 
nronie is going up. I lie a \ era fit* weck- 
\ wage of (Canadians on 1 \pril 1935 
.\as $60.66. A \ear previous it was 
s.i9.06. Since the war, the general 
rend of wages lias been up. while eon- 
- inner prices, after hitting a peak at 
lie end of 1951 have been fairly le\el 
ind right now are aotnall) lower than 
he\ were at the end of 1951. 

\il interesting sidelight to the indi- 
vidual income picture is provided b\ 
he American .Management Association 
Miieh released a study this )ear of 
I9.S3 snlaries of Canadian executives. 



Ihe study showed that salaries of Ca- 
nadiau executives in 19.T5 compared 
with I9.")2 increased iiiotc than in the 
I .5. Canadian executives received in- 
creases of (>.(>' i more on the average 
while their I .S. counterparts received 

1.2' <. Ihe AM A -tnd\ al~o showed 
that 60', of Canadian executives re- 
ceived hoinisi's averngiiig more than 
one-third of their salaries. 



Q Do many Canadians own au- 
tomobiles? 

A. Ihe latest available government 
figures on auto ownership (September 
19.") 1) show that S.V< of Canadian 
households own one or tttore autos. 
That means 2.014.000 households, of 
whom 1. 866.000 own one auto and 
178.0(1(1 own two or more. It is es- 
timated that that number of autos at 
present is about 300.400.000 greater. 

Ownership of autos varies widely bv 
province. Top ownership is in Can- 
ada's most populous province. Ontario, 
where 68'? of all households own au- 



CKCK-TV 



CHANNEL 2 
REGINA, SASK. 
CANADA 

SERVING 



Potential 50,000 
TV HOMES 



one year young in ambition 
enthusiasm for the future 



to-. This i- almost eipial to t In- I .>. 
lignre. Ownership is al»o high in the 
Midwest and \\ e»l Coast wilh . s .is. 
kal' hewan. \lberta and British Colum- 
bia sporting owner-hip pen enlace- of 
00 ir above. 

1 .a«t of Ontario, the ownership of 
at.tos is lower. In French (Quebec the 
lignre is 37',. Lowest of all i* New- 
foiiMfllaiid with 20', ownership. 



Q. Are different kinds of appeals 
necessary in advertising to Canadi- 
ans? 

A. Three typical comments from Ca- 
nadian agencies reflect one important 
difference: 

"I would say that our messages are 
more subtle and not so full of claims." 
says IJ. C. Vb Master, media depart- 
ment manager. James Loviek & Co.. 
Ltd. 

"Generally speaking, advertising is 
more conservative in tone, explain? 
\V. I). Hannah, manager, radio and t\ 




jULY 28th, 1955 
ONE YEAR OLD 
IN EXPERIENCE, 
LOCAL SUCCESS AND 
ACCEPTANCE. 
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ARE YDU ADVERTISING - - - 

1. IN VANCOUVER AREA? 

2. ON VANCOUVER ISLAND? 

CHUB — NANAIMO & CJAV-PORT ALBERN1 
CAN DO THE JOB FOR YOU 
AT OH — SO LITTLE COST! 

CHUB — .NANAIMO is now a suburb of \ ancouver with 21 fer- 
ric* each way daily! CHI B i* always 3rd, often 2nd in 
Vancouver Area Elliott-Haynes ratings! CHl'B's Van- 
couver Uland population is now 100.000! 

CJAV-PORT ALBERN1 has more than 85^ of local busine»- 
firms as your fellow advertisers. CJAY covers tire rich 
mainland area of Powell Kiver where CJAY is "Home'' 
station. CJAV has dominant listenership in the indus- 
trial heart of Vancouver I-land. 

FOR FAST INFORMATION SEE OUR REPS TODAY 



Stephens & Towndrow Ltd. 
Horace N. Stovin & Co. 
John N. Hunt & Assoc. 
Donald Cooke Inc. 



— Toronto & Montroal 

— Winnipeg 

— Vancouver 

— United States 




5000 fri entity watts 



If your products 
are sold in grocery 
and drug stores (and 
these days what isn't!), 
consider this fact: In 
Vancouver the big food 
chains like SAFEWAY and 
B & K and SUPER-VALU, 
and the CUNNINGHAM 
and OWL drug chains, 
all choose CKWX for 
day-to-day radio selling. 
Last year, chain stores 
placed seven times more 
business on CKWX 
than the year before! 
Hoxv's that for chain 
reaction? 

reps: All-Canada 
Radio Facilities Limited 
Weed & Company 

RADIO VANCOUVER 



department. Cockfield. Brown i L'o„ 
Ltd. 

''The major difference lies in the 
actual cop\. which in Canada is more 
lestrained and avoids any extravagant 
claims." states \V. L. Charland. vice 
president. McKim Advertising, Lul. 

Government regulations affect ad- 
vertising, too. Sa\s Henry E. Kar|jU4. 
manager, radio and tv departmenl. E. 
W. Reynolds. Ltd.: "Perhaps the Lis. 
gest difference in advertising between 
Canada and the U.S. — as it applies In 
the broadcasting and telecasting Juici- 
ness — is our food and drug adveni-- 
ing. We are required to submit all 
food and drug copy to our Departmenl 
of National Health and Welfare and 
U, the Canadian Broadcasting Corp. 
before it can be put on the air."' 

Canadian regulations are faith 
tough and many a commercial which 
would be acceptable in the States would 
not get by the DNHW. An example 
of official attitudes is given by Mi;. 
Hazel A. Blair, manager, radio aivtl 



"There is no magic to buying or .-elliiiff 
spot radio or *pot tv. It is a bu^inr--. 
It i* sound. Common s*en>-e prevails in 
the long run, and there is no sen»e in 
tilting at windmills or slanting off a| ■ 
tangent. It is a matter-of-fact, precise 
business proposition." 

NED MIDEGELV 
Media Superrimr 
Ted Butp« 
!\'eic Yttrk 
★ ★★★★★★ 

tv commercial department, Baker Ad- 
vertising Agencv , Ltd.: 

''Two favorite adjectives applied un- 
failingly to any U.S. food product 
from cereals to desserts are 'cream; 
and 'rich,' both of which are anathenui 
to DNHW. According to their ven 
direct logic, nothing is 'crearm' un- 
less you can prove it's made from 
cream; and 'rich' had better be fal- 
lowed by 'flavor' or else the pubhV 
might be falselv led to believe the ad- 
vertiser means rich in vitamins or nu- 
trition, or something else the prodi;! I 
undeniably is not." 

Of course, the French-Canadhiu 
market requires another language 
well as knowledge of the people and 
of the market. Like English-speakini 
Canadians, the French-speaking grmi[i 
are not terribly different from modern 
people anywhere in the world. The 
differences, however slight, still require 
on-tbe-scene experts to do the job. 

To get some specific ideas of hou 
Canadian and U.S. audiences read to 
the same or similar corrmierciaU and 
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program ing, si'o.vsoit went to Schwerin 
iJesearch Corp., which now te-ts audi- 
wires lor Canadian advertisers 5 . Ileitn 
II. Newell, SHiweriu vice president, 
'reported as follows: 

"In general, Canadians anil Aiucri- 
liiis seem to absorb about the .same 
run *u nt of information and copy points 
From commercials and lo he just as 
much in II uc need b\ thein. 

"It appears to us, though, that Ca- 
nadians are more iinpres-ionable than 
\iuericaiis in at least one major prod- 
id eategor\ we ha\e studied. This 
)n»dm t is cigarette.- and Canadian-' 
ligh remembrance and helief in this 
irea may he due to their not being 
itmihn riled as heavily with cigarette 
Jaiius. 

"We lia\e tested a few of each cmm- 
r\ - programs hefore audiences in the 
)|)|>osite eouutrv. So far. it seems that 
t . >. audiences react fairh well to 
Canadian "informative programs and 
rot so w ei i to Canadian comedv. Ca- 
ladians strongly like certain element- 
>f our top coined} and variety and do 
lot like other clement.- not neces-ar- 
l\ following the same lines as Ameri- 
can audiences on these particular elc- 
nents." * * * 



CANADIAN TV 

t (Utntinucfi from ouue I 

time was sponsored. I he study was 
made l»\ the Cniuulitin Television tint! 
Motion Picture Revieu during an un- 
disi h>-ed week. Actual percentage*, 
were ~u.2'i> commercial and 12.72 sus- 
taining. 



Q. How much U.S. tv program- 
ing is shown in Canada? 

A. As in the case of commercial 
sponsorship, CISC is getting more lib- 
eral toward I .S. shows. While CHC 
reports that only about IV? of Ca- 
nadian radio network shows come in 
ironi the L.S.. a Canailian Television 
anil Motion Pictures Revieu stud\ re- 
vealed that 44.12' r of programing 
time on the CI5C t\ network wa- I .5.- 
produced last season. The Canadian- 
produced programing occupied o'i.02'' 
of tv network time while other pro- 
graming totalled 2.86' r. 

Illustrative of CI5C policy on spon- 
-oi-hip is the fact that twice as much 
Canadian programing was unspon- 



-ored as v\a- spou-oi ed, with the ac- 
tual figures being *):2'> bono spou- 
-orcrl and I8:2<1 hours *ii-taiuiiig dur- 
ing one week's time. \ll of the Cana- 
ilian -pon-orcd show- were live while 
all the (Canadian film time 1 1:1-1 
lir)iir-l wa- sustaining. 

On the other hand, moM of the I .>.- 
produced prograiuiirg wa- spon-ored 

only 2:15 hour- (all film I out of 
the total of 18:2.1 hour- wa- -u-tain- 
irig. A breakdown of -pon-or-hip of 
I .S. programing in Canada -howed 
there were 9:21 hour- of live commer- 
cial lime and 11:30 hour- of film com- 
mercial time. 



Q. Who's advertising on Canadi- 
an television today? 

A. A rundown of the list of tv net- 
work spon-ors look- like a Who's Who 
in I .>. air advertising. I he purely 
Canadian firms are greatly outnum- 
bered by the Canadian subsidiarie- of 
I .5. firms. 

Some of the name- on the Kngli-h 
network are Procter & Gamble, Gen- 
eral Foods. General Motors. Ford. 
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'^yyyyy, dewing //</ of La nana s 
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CHANNH 



Central Ontario market 



REPRESENTED IN ISA BY WEED TELEVISION CORt 
IN CANADA BY JOSEPH A. HARDY— TORONTO-MONTREAL 
AND JOHN N. HI NT & ASSOCIATES IN V. 



Canada 's first hu\ is: 
xncocyer. ::!::::::::::: (J KCO~TVf 13 
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Bristol-Myers, RCA Victor. S. C. John- 
son. Westinghouse, Kellogg. Goodyear, 
Goodrich, Lehn & Fink, Prudential. 
Carnation, Singer, Nabisco, Standard 
Brands, Campbell, Colgate, Borden, 
Dow Chemical, Admiral, Gillette. 
Swift, American Motors, Shaeffer. 
Schick. Whitehall, Hazel Bishop. Pills- 
bury. Remington Rand. 

Q. What are the sponsored pro- 
grams on Canadian tv? 

A. Again, a rundown of the list of 
sponsored programs looks like a 



Who's Who of U.S. tv network shows. 
Most of them are sponsored by the 
same firms who sponsor them in the 
States. Exceptions include Dragnet, 
sponsored by Liggett & Myers in the 
U.S. but S, C. Johnson and Elna in 
the Dominion. 

Some of the U.S. -produced spon- 
sored shows this past season included 
Ray Bolger Show, You Are There, 
Burns & Allen, My Favorite Husband, 
Our Miss Brooks, Toast of the Town, 
Four-Star Playhouse. Howdy Dootly, 
Caesar's Hour, Bob Hope Show, Mar- 



tha Raye, Milton Berle, Super Circu: 
Medic, Producer's Showcase, Jacki 
Gleason Shoiv, What's My Line, Dea 
Phoebe, Cavalcade oj Sports, Ro 
Rogers, Red Buttons, Dinah Short 
Mickey Rooney, Disneyland, Jirnm 
Durante-Donald O'Connor Shows, 

Q Are U.S. produced shows- pop 1 
ular in Canada? 

A. Yes, indeed. Of the top iO shotf 
in EHiott-Haynes' four-market ("Mod 
treal-English, Toronto, Winnipeg. Van 
comer) Teleratings for April, sever 
were U.S. shows. Of the top 20, l! 
were U.S. shows. 

The top 10 in order were Toast o 
the Town, Jackie Gleason Show, Dea 
Phoebe. Studio One, Holiday Ranch 
Caesears Hour, Our Miss Brooks 
Sh owtime, On Camera and Four-Sta 
Playhouse, 

The ratings range for the top li 
went from 70.4 to 41.1. It must bt 
remembered that two of the markets- 
Montreal and Winnipeg — are '"cap 
live 1 ' markets with no station conipetr 
tion except for the French station ii 
Montreal, and an undetermined num 
ber of French-speaking homes view 
English tv. As for the Toronto am 
Vancouver areas the competition h 
fierce, with U.S. stations getting abou 
half the audience. (E-H Teleratinjr- 
include Canadian viewing of U.S. sta 
tions.) 

Q. What are tv costs like 
Canada? 

A. Agencies consider them high bul 
realistic. Production co=ts are kepi 
down for advertisers in two ways. U 
the first place, shows piped in iron 
the L .S. are already paid for. In tht 
second place, advertisers who vil. 
sponsor Canadian-produced live, shorn 
will find CBC ready to contribute frou 

! 30 to 50' ( of the production eos.fi 
Canadian shows are not as lavish a; 
those in the States, which keeps down, 
costs considerabh . An average Cana- 

| dian half-hour tv show costs arjout 

I S5.000. Costs might be even less il" 
Canada had a fully-developed theatre. 
There are only two costume house? in 
Montreal and two in Toronto. As a re- 
sult. CBC's programing department 

| has to make its own costumes and wig; 
verv often. 



no matter 
how you 
measure*** 



MORE PEOPLE LISTEN TO CKRC 

WINNIPEG THAN ANY OTHER 
MANITOBA STATION 



coverage 

BUREAU OF BROADCAST MEASUREMENT 
(Radio Homes) 

i Listen 6-7 times a week) 

DAYTIME 118,100 NIGHT TIME 93,860 

listenership 

ELLIOTT-HAYNES 



CKRC— 35% 

Station C — 21.9% 



Station B — 23.3% 
Station D — 19.8% 



Figures taken from a special Summary of city and area re- 
ports for 1954 by Elliott-Haynes Ltd. 



CKRC 



WINNIPEG MANITOBA 

Representatives: 

All-Canada Radio Facilities Ltd. 
Weed & Co. in U.S.A. 
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J'rivate broadcasters, who iiininlain 
hilt Innc rates arc about half of what 
Jjr) should be, sa\ rales are k**[>t down 
rj Glil-T. Toronto, CBC's fliifz-li i j> sta- 
inn fur the tv network. It is explained 
CULT rates are a kind of yard- 
■iiik whirh prtwite stations mn-t ad- 
n ir m. e\cn though the CBC dors not 
rv lo make money out of its t\ opera - 
inti iiud e\en though some of the 
trimte stations do not fare the saint- 
UtiMKttUiw* situation which CULT has. 

J. What's offered in the way of 
-yndicaied film? 

^. Mostly programs from the I .S. 
'jririid ijnis find it hard to compete 
ilh L S. programing sources, who 
liffJ'g programs nortli of the 
Mirdcr with their cost- already home 
{ .S, sales and some profit heside. 
H Canada Tv offers the large Ziv 
iftrag) of shows. S. W. Caldwell rep- 
si iii? CBS T\* Film Sales and Guild 
'Mm*. Sereen Gems of Canada. Ltd.. 
■[ up in June, syndicates Screen Gems 
Irn^s plus tho-e of Tele|)ix Movies. 
Id., whose officers now head Screen 
<em* of Canada. 

Are tv film commercials made 
n the U.S.? 

A t When it comes to advertising 
r^tmiiliaii thinking works best and 
Caiutda has the facilities for making 
.inv kind of commercial. When tv first 
started in Canada, ready-made U.S. 
• rurnnerrials were "Canadianized. ' S. 
W. Caldwell, which did quite a hit of 
I }■ if. kind of work finds the emphasis 
now is mi Canadian-originated mate- 
rial. Others doing film commercials 
include the Tv Division of Crawley 
Films, linpid Grip and Batten. Domin- 
iim Rroadca^ting. 

Q. Is there much done in the 
way of local advertising on tv? 

A. There is a substantial interest in 
Lv by local retailers and a raft of *uc- 
c-.- juries from the stations to pro\e 
it, } vr example : 

CKFK-TV. Regina Sask.: An appli- 
ance dealer. Sun Electric, advertised 
GL '"Airline" ranges on one telecast 
with ton commercials. The following 
dav A3 ranges were sold. 

OlCT-TY. Calgary. Alta.: During a 
run. a department store used se\en 
une-iiiinute announcements on men s 



weai. Over SI5UU worth of men ban- 
disc wa» sold, exceeding I lie \olunic of 
a competitor who advertised the same 
goods at a lower price in a printed ad. 

CJIC-TN. Sault Ste. Marie, (Int.: 
Soo Mill and Lumber Go. advertised 
a new sribdh isioii on Saturday night's 
"Weather W imlow." By noon Momhn 
fi\e homes were sold. No oilier adver- 
tising was used. 

Au unusual program and sales twist 
to attract retailers was cooked up 011 
CKGW-TV. Moncton. N.B. It was a 
halfdiour fashion show, which ran 
ever) week for four weeks and is be- 
ing planned again for the fall by tt> 
sponsors. Galled From Head to foe, 
the program had three participating | 
sponsors. Acadian Beauty Shoppe. 
Peake's Women's Wear and Listers 
Shoe Store. A rear-screen projector 
was used to gi\e the illusion that the 
fashion showings were taking place 
in the stores. 



CANADIAN RADIO 

l Continued from page 55) 

Q. Has tv affected the amount of 
time families spend with radio? 

A. Not too much. A study b\ In- 
ternational Surveys in three top tv 
markets — Toronto. Montreal and Van- 
couver — indicates that tv has increased 
the total time families spend with both 
radio and tv compared with the time 
spent on radio in radio-only homes. 

The study was made in May. \va> 
published last month in "Marketing* 
magazine. It shows that in the three 
markets the total time per day spent 
by the average tv home in listening 
and viewing came to 6:06 hours. Of 
this total. 3:32 hours were spent before 
the tv screen, while 2:34 hours were 
spent listening to radio. The 2:34 
hours in tv homes compares with an 
average of 3:19 hours of radio listen- 
ing in radio-only homes. 

An interesting aspect to this stud\ 
are the figures in Montreal, which is 
heavib French-speaking. The French- 
Canadian has heen a radio lover par 
excellence and this loyalty apparently 
has not been shaken In tv. As a mat- 
ter of fact, the figures suggest that ra- 
dio listening increases in Montreal af- 
ter t\ comes into the home. Unbeliev- 
able? Take a gander at the figures: 

The Montreal tv family spends more 
time with radio than tv. Total view- 
ing time per average family per aver- 



NOTIIINC HIT 

FACTS 

I'HDW CKO\ . Kill. OWN V. 
munsii COU'MHI \. 
<: \ N A 0 A 

Okanagan \ alley: 
/ f /i.j Afifilv Crop: 

6.16.UI0 Humes. 
( \n increase of 109,823 Imxc- hut 
la-l \earl 

I'rar (.roji: 

1.6I.V>12 Move-. 
1 \n increase of 918.737) 

(.hrrry I'reJit lion : 

276.180 (.rate-. 

* CkOV, kKLOWW. is rijihi in 
ihc heart of Canada'- $25,000,000 
frml-grow ing \ alley. 

fa The kelowna area marke]- o\er 
1")00 carload- of produce annually. 

■fa Wilh 60 lake- whhin a 2>mile 
radius of (.'KO\. Iliere is a tre- 
mendous Touri-i bu-ines-. 

fa Tender- will -oon he called for an 
.98,500.000 bridge aero.- Okanagan 
Lake, such is lhe Highway iraffir 
— California lo Ala-ka — growing. 
A reeenl cheek re\ealed \i-ilnr- 
from 20 Stales and every Province 
in Canada. 




KELOWNA 

HKITISII COLOIBIV 

CANADA 

Representatives 
ALL-CANADA RADIO FACILITIES LTD. 
WEED & CO. 



22 AUGUST 1955 



121 



EDMONTON'S GREAT CFRN-TV 

PARTICIPATION SHOWS 

LOCALLY PRODUCED PROGRAM FEATURES 

PROVIDE PEAK AUDIENCE EOR NATIONAL ADVERTISERS 



ic Sports Beat 
*k Weatherman 

Shufflin' Shore 

Kitchen Show 

At the sign of the totem pole 
— top rated vehicles that 
move products fast ! 





CFRN-TV 

EDMONTON 



Representatives 

Radio Representatives Ltd., Canada 

Adam J. Young Jr. Inc., New York, Chicago 

Harlan G. Oaltes, San Francisco and Los Angeles 



Showmanship ! 



We've built on 'Showmanship*' with a solid foundation of local pro- 
grams, involving locitl people. For example: 

if "The Little Red Schoolhouse" '- -a quiz show with local schools compel ins 
against each other. 

•yt "Teenage Forurn" — conducted by the general secretary of the YMCA and 
presenting four high school students discussing problems of teenagers. 

■jc "Kids on Kumera' — a talent show of youngsters drawing talent from as 
far as 100 miles away. 

•fc "The Jack Armstrong Shoiv"--an adult talent program conducted by the 
versatile and personable staff organist after whom the show is named. 

54 live originations a week — more than 18 hours! 

Throughout the three Maritime Provinces, CKCW'-TV is the only station 
working with CBC on a cooperative newscast including pictures, both 
movie and stills. 




CKCW-TV 



CHANNEL 2 
Moncton, N.B. 



Representatives: U. S.: Canadian Station Reps. 
Canada: All Canada Tv 



age day is 3:00 hours. Listening time 
per day is 3:48 hours. But in the Mon- 
treal radio-only home the average lis- 
tening time per day is 3:18 hours. 

In other words, in Montreal — as well 
as for the three markets as a group — 
tv doubles the amount of time during 
which the air advertiser can reach the 
average famih via radio and tv com; 
bined. 



Q. How has tv affected radio 
sets-in-use patterns? 

A. Canadian sets-in-use figures hi 
four big markets ( where tv is now lo- 
cated ) during the first four months of 
this year averaged 25.6'^ . During 
January to April 1954 the average was 
29.8' f. 

These figures are from Elliott- 
Hay nes. the most widely-used rating 
service in Canada. They cover 9:00 
a.m. to 10:00 p.m. I E-H gathers rat- 
ings via the telephone coincidental 
method, hence does not call earlv in 
the morning nor ver\ late at night), 
Monday through Saturday davtime 
and Monday through Sunday night- 
time. Markets covered were Montreal 
(English and French). Toronto. Win- 
nipeg and Vancouver. 

Daytime sets-in-use figures declined 
slightly from 27.2 to 25.5V Night- 
time declined from 35.4 to 26.1. Top 
daytime listening hour this vear ia 
noon to 1:00 p.m. with a 30$ sets- 
in-use figure but there is not much 
spread with 22.5 (y < being the lowest 
daytime sets-in-use figure. Similarly, 
the spread at night is not great either, 
the range going from 28' £ during the 
6:00-7:00 p.m. hour to 24.6^ during 
the 9:00-10:00 p.m. hour. 

For French Montreal alone, the 
overall average came to 34.6 r { this 
year compared to 37.5' ( last \ear. 
This average, however, hides a slight 
increase in daytime listening (34.7' \ 
to 35$). At night there was a de- 
cline of 9.9 percentage points from 
43.5 last vear. 



Q. Have there been any signifi- 
cant changes in the popularity of 
national shows? 

A. By and large, the same shows 
that have been leading in popularih 
in the past are still tops in popularity. 
However. English nighttime network 
radio lias been bard hit by tv and the 
top English da) time shows now do 
better than the top nighttime English 
shows. As a matter of fact, the top 
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: French slums in (Quebec at night now 
reach more actual Itimus than the 
j national Fnglish nighttime network 
'shows, aceo I'lliuj" to the April report 
of I utci national Survcv.s, which iw j s 
the diarv method. 

I he F re ni 1 1 show* arc strip- I mot- 
l\ soap operas) which ha\e alwav- 
"iillen high ratings ami are holding 
up well in the face of tv competition. 
I he\ arc espetialh popular in rural 
areas, as are Fnglish soap operas. I lie 
top show. Vn II amine ft son I'rcfif (./ 
Man and /lis Sin I , which is on at 
6:43 p.m.. got an average dailv rating 
in \pril of 06. hut in the farm areas 
its rating was <>() I with a cumulative 
fire-dn\ rating of f!7). I his .-how go' 
an !!0 in April of 193-1. a 76 in April 
of 1933 and a 66 in \pril of 1932. 
While this v ear's rating is the same as 
that of three \ears ago, a 66 in 1933 
represents 490.600 homes while in 
r«>32 a 66 represented 420.000 homes. 

Q. What are the trends in the 
use of radio by advertisers? 

A. Spitzer & Mills, an ad ageitev 
which handles such clients as Colgate. 
Toni. Quaker Oats. KCA. reports: 
"Probablv the most significant change 
(as a result of tv) has been the de- 
crease in the use of network radio on 
the part of some advertisers. Main 
are dropping network radio in favor 
of network and spot tv and selective 
■spot! radio." Two of S&M's accounts. 
Colgate and Toni, use network radio 
now. 

A similar comment comes from 
Cockfield. B rowu & Co., whose clients 
include Campbell. Ford. Pepsi Cola, 
Nestle. Socou\ -Vacuum. Of Cockfield's 
J2 air clients, four use network radio 
and all but four use spot radio. 

There is a big demand for dav time 
radio. Fxcept in the border areas, 
where Canadian audiences can tune 
in U.S. tv. there is no tv in the morn- 
ing in Canada. Some of the private 
l\ stations start programing about 
1:00 p.m. In Canada's big markets, 
which are at present monopolies of the 
government's Canadian Broadcasting 
Corp.. programing does not begin un- 
til 3:00 p.m. 

Saturation announcement packages 
are beginning to catch on. With the 
expansion of Canadian suburban life 
and the building of suburban super 
markets, weekend saturation packages 
aimed at weekend shopping are becom- 
ing popular, it is reported b\ Ml Can- 



ada Kadio Facilities, important ("a- 
i.adiau rep and programing firm. 

I here are other forces pushing Ca- 
nadian radio stations toward satura- 
tion package-. From CKOM, >a-ka- 
toon. Sask.. comes this explanation: 
"Man_\ of the larger national con- 
terns, particularly appliance manufac- 
turers, are looking to the local retail 
outlet to advertise their product on a 
co-operative basis at the local rate, 
ami in conjunction with this we took 
steps some time ago to introduce the 
saturation tecliuitnie and establish a 
new rate card for volume purchasing." 



<M)\, W oud-tock. (Jut., ha- a spe- 
< ml rate eaid foi -lioi t-lei m -atnra- 
tion campaign- for local -poii-oi-. It- 
"ba-ic" campaign i- 1-5 flashes il.l- 
-ccoiid ainioiiiH ement- i or spot* I min- 
utes I ovei 21 bonis. | he card i- ruii- 
of.-i liednle with a guarantee that MY '< 
of the announcement- will fall in ( la-- 
*" \ time. I be card al-o provide- for 
-pecial rates for 26 announcements in 
60 hours, 32 in -i\ da\- and 101 in 
two weeks. 

Cl' PL. London. Out. -ells packages 
with announcement- a- -bort as eight 
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LIMITED" 



The tremendous post-war growth of indu-trial Canada. 

so well measured by eeonoiui-ts. sociologists 

and historians, i> matched hy the music 

coining from the minds and hearts of the people of Canada. 

YES. THERE IS CANADIAN MUSIC! 

. . . and it is the music that Canadians want to hear 
on Canadian radio and television programs. 

Hy encouraging and stimulating the efforts of 
Canadian composers of both popular and concert mu-ic. 
IJMI CANADA LIMITED and 
BROADCAST MUSIC. INC. 

are making it possible for Canadian music to he published, 
recorded and performed, not onh in Canada 
but throughout the world. 

Written and compo-cd by Canadians, published 
in Canada by Canadian publishers, tbi- mu-ic 
-hould become the first choice of those advertisers and 
program producer.*- who want their programs to find 
the widest possible favor with Canadians. 



For further information on the subject 
of Canadian Music call or write 



BMI CANADA LIMITED 

229 Yonge Street 1500 St. Catherine Street, W. 

Toronto, Ont. Montreal, Que. 
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SURE-FIRE 




of 



QUEBEC'S GIANT 

French speaking 

MARKET 

— - — by- - 



CHRC 



Your advertising 
French Buy 

in QUEBEC area 



Richer-than-ever 

Quebec area Market 

Buying Income : $894,462,000 

Retail Sales $410,995,000 

For all the facts, write to CHRC 
or ask our representatives 

CANADA 

Jos, A. Hardy & Co. Ltd. 

U. S. A. 

Adam J. Young Jr. Inc. 



seconds "or less." These are called 
"flashi'ttcs." Discounts are given for 
packages of 15 and 25 one-minute, 15- 
sccond and eight-second-or-less an- 
nouncements. 

There is less interest in programing 
and more in buying circulation via an- 
nouncements. Stations are buying syn- 
dicated shows (hour and half-hour 
strips are not uncommon ) but they 
find more interest in participations in 
these shows, rather than full sponsor- 
ship. 

Some of the attitudes toward radio 
in Canada are dictated from the U.S. 
This story comes from Sid Boyling, 
manager of CHAB. Moose Jaw, Sask.: 

"Our station has done a great num- 
ber of local productions for national 
advertisers and I feel that we have 
more than our share of national ad- 
vertising for this. Consequently, we 
are more susceptible to a number of 
cuts I to put money into tv). One of 
our shows was lost despite the very 
strong recommendation of the Canadi- 
an advertising manager that it be kept 
on our station. The orders had come 
from the States to cut all local pro- 
ductions and that was that." 

While many stations report that this 
past season saw a decline in national 
business in man) cases local business 
more than made up for it. There is 
evidence, moreover, of a new apprecia- 
tion of radio among advertisers and 
agencies as stations become more ac- 
tive in promoting the merits of the me- 
dium. James Lovick's D. G. McMaster 
told SPONSOR: 

"In this agency the accounts are be- 
ginning to see what a good selling job 
radio can do. The feeling that radio 
is dead is no longer here. I expect our 
radio billing to increase greatly in the 
next year." 

McKim Advertising's \V. L. Char- 
land said: "The agency's list of nation- 
al radio accounts continues to expand. 
This is not essentially due to the addi- 
tion of new accounts. Several accounts 
served by the agency for many years 
have turned to radio in the past two 
years. During the past year two ac- 
counts, one in transportation and the 
ether in the communications field, 
made effective use of radio for the 
first time in their long history of ad- 
vertising." 



Q. What are radio stations doing 
to meet the challenge of tv? 

A. There is steady activity in the 



revamping of programing. J. A. Ham- 
mond, manager of CFCF, Montreal, 
reports : 

"There has been a decline in the 
number of contests and giveaway pro- 
grams on CFCF resulting in a more 
broadly-based, overall programing ap- 
peal. We are currently buying two 
five-a-week daytime syndicated shows, 
— Eddie Cantor and Clubtime. So- 
called western and folk music contin- 
ues to thrive and the coming month 1 ; 
should show more of this t\pe of music- 
appearing on our schedule." 

Hammond said that after an initial 
dip national billings have been going 
up "steadily but moderately." On the 
other hand, he went on, "local business 
shows a greater rate of increase and 
now for the first time in our historv. 
local billings out-strip national bill- 
ings on a regular basis." Weekend 
saturation buys have been going well. 

More and more one hears statement; 
like the following from CHEX, Peter- 
borough, Ont.: "We are placing great 
stress on local news and special events 
coverage, plus musical programs slant- 
ed to the out-of-home audience." 

What does a radio station do when 
its owner puts a tv outlet on the air? 
T. H. Tonner. manager of CKCW Ra- 
dio, Moncton, N. B., said that it works 
harder than ever on programing and 
sales. "Our local business has climbed 
to almost unbelievable new heights." 
be told SPONSOR. "The station is earn- 

4 

ing more sponsored newscasts than 
ever before. We are covering commu- 
nity affairs like a blanket. We are tak- 
ing advantage of the thing radio does 
best — immediate coverage of special 
events, newscasts, music and general 
information type of programs.' ' CKCW 
has had success in local selling via "on 
the spot" auditions of proposed an- 
nouncements. Salesmen take taped 
commercials to the sponsor's place of 
business so he can hear what the com- 
mercial will sound like before it is on 
the air. 

CJBQ, Belleville, Ont., is halfway be- 
tween Toronto and Montreal, Canada s 
two biggest cities and is in an area 
which can receive U.S. tv in addition 
to Canadian video. Seven tv station; 
and 22 radio stations are available to. 
local audiences. Yet CJBQ reports it 
is doing better all the time. The an- 
swer, says the station, is in heavy cov- 
erage of local and national events that 
are of interest to those in the station s 
area. 
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Til til COULUNT 
lfl<Lli:Yi: VS . . . 
BUT 

pniY i>o mm 

CJOR 

Ii:ik I lie 1(1 S I 
ni JU II AMUSINi- 
m CANADA 

We hired EXPERTS, 

TWO Vaucomer -alf- super- 
visor:" for a national food prod- 
uct &i|d direct through food and 
ilrui; stores NOW merchandise 
full lijiie for our sponsor** prod- 
uct*. 

Want a survey made? 
Want increased sales? 
Want proof of our claims? 

( oii|:i(4 our Reps for full details 

Hinjcc M Stovin & Co. 
Toronto, Montreal, Winnipeg. 

tjniil.jn Station Representatives 
Nffw York, Chicago. Los Angeles 

CJOR 

VANCOUVER. H. C. 



\\ liat does a station do in a burdei 
market eo\ered by a cross-fire of sig- 
nals from both l T . S. and ('munla V 
CKTB, St. Catherines, Out., sa>s: "We 
find that where tv has been in the 
market for five \ears or more las in 
i. ur easel the audience becomes more 
selecti\e and returns to radio for good 
music and news. We find that d.j. 
shows are ver\ popular as well as qui/ 
and myster) shows. Business has been 
holding its own and we look for a big 
upswing b\ fall." 

Q. What arc Canadian stations 
doing in the way of merchandising? 

A. Ad agencies report an increase 
in merchandising support. Fred Smith 
of Spitzer & Mills told .sponsor : 

''Hadio stations seem to be getting 
more conscious of the merchandising 
of a client s products. Some stations 
have alwa\s given good support, but 
more and more are willing to call on 
chain .-tores and small druggists or 
grocers in an attempt to get better 
iloor space or window displays for 
their advertised products. Some will 
e\en work in co-operation with an ad- 
vertiser's sales force and conduct in- 
dependent surveys or spot checks be- 
fore and after the campaign.*' 

All-Canada Radio Facilities points 
out that it wasn't so long ago that 
broadcasters knew very little about 
merchandising. Xow, the firm said, 
advertisers commonly get at no addi- 
tional cost the following: (1) broad- 
cast promotion. (2 1 direct mail pro- 
motion, (3) billboard promotion, (4) 
newspaper promotion, (5) window 
displays. (6) point-of-sale displays, 
(7 I product sales checks. 

Stations are hiring people with mer- 
chandising know-bow. CJOR, Van- 
couver, now ofTers a merchandising 
service operated by Sales Manager 
G. K. Ryan and two assistants. Ryan 
was formerly sales manager for Can- 
ada Dry. Ltd.. in British Columbia 
and the two men under him, "Hud" 
Olson and '"Mike** Harris were sales 
supervisors for the same firm. 

Q. What kind of sales results 
have stations been getting for 
sponsors these days? 

A. Here are four examples: 

CHOV. Pembroke. Out.: Salada Tea 
switched two \ears ago from partici- 
pating in one of the "casino" shows 
I quiz show s w ith proof-of-purchase 
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They got 

my last scent! 

Nobody, advertising to consumers, 
should place all their resources in one 
medium alone — nor believe that any- 
thing has taken the place of radio as 
a powerful, profitable medium. Re- 
member — radio is the most economical 
mass medium available; it reaches more 
people more of the time than any other 
medium ... it reaches people when 
they are eating, working, playing, re- 
laxing, driving, retiring, rising, reading 
a book — or, yes sir, even standing on 
their heads. Radio does it . . . what 
else can? 

In Montreal, one of Canada's biggest 
and most profitable markets, your ad- 
vertising can be most effective with 
CFCF-RADIO. Our staff is lively, im- 
aginative, and happy here. We do 
great work because of it. In this 
huge market, CFCF-RADIO enjoys both 
MASS and CLASS audience. Your ad- 
vertising will pay off sales-wise because 
of it. Now, how about it? CFCF- 
RADIO is represented by All-Canada 
in Canada, and Weed in the U.S.A. 




MONTREAL 

Inv similar!!* hrtuven eharartfrt as 
portray in this aH and actual aAr*r- 
litfrt, tiring nr HraH. i* purrls Coin- 
citim tal. 
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NON-METROPOLITAN 

BUY 

IN 

B. C. 

All day averages 
sets-in-use 44.1% 



95% of listeners 



41.9 program 
rating 



CKOK 

PENTICTON, B . C . 



Maurice Finnerty 

President <f Managing Director 

Roy Chapman 

Vice Pres. 4' Station Manager 

Representatives 

lion Cooke, USA 

Paid Miff rift iff Crmcirfa 



answers I that are so popular in Can- 
ada to a 10-minute money merchan- 
dising quiz of its own. It consists of 
a mystery jingle and an addition of 
$10 to the jackpot each day it is un- 
solved. Although the jackpot seldom 
reached more than $375 mail pull this 
year has been running at the rate of 
7-8.000 letters per month. The station 
said: "One of the most gratifying fea- 
tures of the show has been that each 
letter contains a proof of purchase and 
not a facsimile, which has been a bug 
in many label-pulling quiz type shows." 

CJOY, Guelph, Ont. : Simpsons-Sears 
opened a new store in Guelp recently 
and although the manager, an Ameri- 
can, was frankly outspoken in his 
views that more of the store's adver- 
tising should be in white space, he 
decided to try a saturation campaign 
as a test. Through a misunderstand- 
ing as to the actual days of the sale, 
the announcements started one day 
early. "So many people flocked to the 
store," the station reported, "that the 
manager was forced to start the sale 
a day early in spite of his prior ar- 
rangements. Needless to say, we are 
now doing a much greater volume of 
business with Simpsons-Sears. 

CKGB, Timmins, Ont.: Timmins has 
always been a very competitive market 
so far as bread sales were concerned 
and Westons Bakeries decided on a 
heavy effort to increase their share of 
sales. The firm changed the texture 
of the bread and the name to Sun- 
beam. Westons then bought a cam- 
paign of five announcements a day for 
a six-week campaign. "Right from the 
first day the response was terrific," 
the station said. "Stores were visited 
by drivers at least twice a day to keep 
their shelf space filled but, even at 
that, it was difficult to get Sunbeam 
bread unless you were right there at 
the time of delivery." The station re- 
ported that sales were doubled as a 
result of the campaign. 

CKLC, Kingston, Ont.: Last fall 
CKLC asked Marion Earl, a city alder- 
woman to do a woman's show. The 
show attracted good audiences and 
Canada Packers, one of Canada's lead- 
ing soap firms bought three 15-ininute 
segments weekly on the daily show 
for four of its soap brands. Sales dis- 
tribution and display space were 
checked at the beginning of the adver- 
tising and after a two-month period. 
Said the station: "The results showed 
that the four products made large 
gains in sales, distribution and dis- 



play space in six of the seven chaii 
and independent stores used in thi 
test." 

Q. Are French-speaking audi- 
i ences confined to Quebec? 

A. No. There are groups of French 
speaking people in Canada's midwest 
CBC's French network goes out t( 
these provinces and the stations also 
have, of course, their own local shows 
many of them of a homey, intimatt 
nature. For example CHFA, Edmon 
ton, Alta., invites listeners from al 
over the province to drop in at th< 
station and tell friends on the air hov 
they are, how their relatives are 
whether anyone is in the hospital, am 
so forth. 

Two Saskatchewan French Stations. 
CFNS, Saskatoon: and CFRG, Gravel 
bourg, were built with the funds o 
their listeners, about 50,000 in all, whr 
contributed $400,000 so they couk 
have their own radio stations in a set 
of English air programing. 

There has been considerable imrai 
gration from East European countries 
(especially Slavic) since the war. Mon 
than a million immigrants have conn 
in during the past 10 years, * * 1 



CKDA 

BRITISH COLUMBIA 

Your 
"swim" station! 

From CKDA's own boat — 
Chatham Chief — B. C. lis* 
teners are kept posted on all 
Juan de Fuca straight swim* 
mers. 

CKDA 

now 5000 watte 
Dial 1280 



126 



SPONSOF v 



THOSE CLICKING NOISES . . 



The loud, clicking noises you hear from UP 
iSORTH are not just Geiger Counters announcing 
more uranium. 

The cash registers are also clicking mightily up 
here in Canada. 

We suggest that you explore the Canadian market, 
with Core Research as your guide. Research is our 
business, with market, media and motivation re- 
search our specialties. But, basically, service is 
what we offer. 

Write or telephone. It will be a pleasure to explain 
how we can help you earn handsome return* on 
your Canadian activities. 



motivation 




30 Bloor Street West Toronto 5, Canada WAlnut 1-4163 • Albeit A. Shea Director 



• 256,000 TV sets .... serving over a million 
people 

• Only VHF station covering this multi-billion 
dollar market 

• Well outside the range of either Chicago 
or Milwaukee television signals (90 air 
miles) 

• Only VHF station feeding top CBS and 
ABC network shows to this densely popu- 
lated rich, midwest area 

• Combined rural and industrial following 
.... ideal for test campaigns 

• YES, THERE'S REAL SALES POTENTIAL 
IN REX-LAND 



WREX-TV 

^ CHANNEL 

R0CKF0RD - ILLINOIS 

NETWORK AFFILIATIONS M©} »ABC 




REPRESENTED BY 

H-R TELEVISION, INC. 



ADVERTISERS' INDEX 



AIMS 

Air Trails Group — , 

Alexander Film 

CBS Radio Network 

CBS TV Film 

Columbia Pacific Radio Net 
Eastman Kodak — , 
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7S-79 

18-19 
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Evans Productions . 

Hollywood TV 




Mid-Continent Broadcasting 

NBC Radio Network 

Negro Radio Soutn 



I'ublieidad Badillo __. 
Pulse 
RCA 



Skyline Group 

TPA 

TSLN . 
Adam Young 
Ziv . 
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All Canada, Toronto 

Bill, Toronto, Montreal 

Caldwell, Ltd. Toronto 

Canadian Broadcast Co., Toronto 

CFCF, Montreal 

CFRN, Edmonton 

CHRC, Montreal 

CHUB, Nanaime, B. C. 

CJAV, Port Alberni, B. C. 

CJOR, Vancouver 

CKCO-TV. Kitchener, Ont. 



CKCK-TV. Regina, Sask. 
CKCW, Moncton, N. B. . 

CKDA, Victoria, B. C. 

CKOK, Penticton 

CKOV, Kelowna, B. C. 

CKRC, Winnipeg 

CKWX, Vancouver 

Core Research 



KAMQ. Amarillo 
KBET-TV, Sacramento 

KBIF, Hollywood 

KBIS, Bakersfield, Calif. 

KERG, Eugene, Ore. 

KFAB, Omaha . 

KFAL, Fulton, Mo. 

KFMB-TV, San Diego, Calif. _ 
KGER, Long Beach, Calif. _ 
KHOL-TV. Kearney, Nebr. _ 
KLZ-TV, Denver 



KMBC, Kansas City, Mo. . 

KMJ-TV. Fresno. Calif. 

KNAK, Salt Lake City 
KOLN-TV, Lincoln, Nebr. 

KOXO, San Antonio . 

KPQ. Wenatchee, Wash. _. 

KRIZ, Phoenix 

KRNT, Des Moines 

KSAN, San Francisco 



.103, 



KTBS-TV, Shreveport, La. 

WAPI, Birmingham 

WBAY, Green Bay, Wis. 

WBEN-TV, Buffalo 

WBNS, Columbus, Ohio 

WBNS-TV, Columbus, Ohio 

WBT, Charlotte, N. C. 

WBZ, Boston 



WCBS, New York 

WCCO-TV, Minneapolis 
WCUE, Akron, Ohio 
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111. 

Wilkes-Barre 

Johnstown, Pa. 

Jacksonville, Fla. __ 

Ycungstown 

W. Hartford, Conn. 



WDAY-TV, Fargo, N. D. -_ 

WEHT-TV, Henderson, Ky. _ 

WEMP, Milwaukee 

■\\FAA-TV, Dallas 
WFMY-TV, Greensboro, N. C 

WGR, Buffalo 

WIBW. Topeka _ 

WICS-TV, Springfield, 
WILK-TV, 
WJAC-TV, 
WJHP-TV 
WKBN-TV 
WKNB-TV 
WKOW, Madison 
WLOL. Minneapolis 
WMGT, Pittsfield, Mass. 
WOW TV. Omaha 
WPAL, Charleston, S. C. 
WPEN, Philadelphia 
WPIN, St. Petersburg, Fla. 

WREX-TV, Rockford, 111. 

WSAU-TV, Wausau, Wis. 
WSJS, Winston-Salem, N. C 
WSM-TV, Nashville 
WSOK, Nashville _ 
WSPD, Toledo 
WTOP, Washington, D. C. _ 
WTRF-TV, Wheeling 

WTVJ, Miami. Fla 

WWJ. Detroit _ 

WXEX-TV, Baltimore 
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DOMINATING CALIFORNIA'S 
SOUTHERN SAN JOAQUIN VALLEY 
* WITH POPULAR MUSIC AND NEWS 
24 HOURS A DAY| 



representatives: 

SAN FRANCISCO DAREN McCAVRE 



NEW YORK 
CHICACO 
ST. LOUIS 
LOS ANCELES 



ADAM YOUNC JR. 
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Hivhartl V. Heath, who has been with the 
Leo Burnett Company for 19 of the 20 years the 
firm has been in business, has just been elected 
president of that agency. He succeeds Leo Hurnett 
who becomes board chairman. The agenn is one 
of the "top 10" in air billings, ranked sixth in that 
category in 195 1, placing $33.8 million in air 
advertising (by sponsor's estimate). It represents 
such prominent air-users as Procter & Gamble. 
Kellogg Co., Toni Co., I'hilip Morris, Campbell 
Soup, Mars, Inc., I'illshuiy Mills. 



Ifalston II. Coffin has been named to the 
vice-presidency of advertising and sales promotion 
of the Radio Corp. of America; he has been director 
of the same activities for the past 18 months. 
He is responsible for the administration of the 
RCA advertising budget, of which approximately 
30% is devoted to radio and television. Coffin 
joined RCA in 1919 as director of advertising of 
the former RCA Victor Division, lie came to RCA 
from McCann-Erickson where he had held an 
account executive post for five years. 



Loui.v fi. Coir (ill. creator of the Revlon- 
sponsored tv success, The $61,000 Question, has 
joined CHS TV as a producer and program developer 
on a full-time basis. His production company, 
Louis G. Cowan, Inc., will continue with Harry 
Fleischman as president, Steve Carlin as executiie 
v.p. At CBS, Cowan will be responsible for the 
creation of new tv ideas and programs. Ilis 
programing ideas have been setting trends for over 
15 years with such shows as Kay Kyscr's College 
of Musical Knowledge, Quiz Kid?. Stop the \hi~ic. 



iridium A. Hart will take over the presidential 
post at the Advertising Research Foundation on 
1 Xovember, succeeding Edgar Kobak. Hart has 
just retired after 31 years as director of advertising 
of E. I. duPont de Xemours, Inc. He has long 
been an active figure in advertising associations, 
is a former president, vice president and director 
of the Association of Xational Advertisers and an 
et-v.p. of the Xational Better Business Bureau 
and the Advertising Federation of America, lie is 
also a director of the Audit Bureau oj Circulations, 
has been on the ARF board since 1953. 




Sell the Nation's 
14th Largest Market! 

. . use WGR's 
Salesmen of the Air 



THE KEATONS 

9:15 - 9:50 AM Mon. - Fri. 
Buffalo's only Mr. one) Mrs. Show. 
Interesting discussions of topics of the 
day. Their "Stamp of Approval" on 
your product means soles. 



BOB CLACY SHOW 

2-6 PM 
Mon. -Fri. 
Music, humor and interviews. Ideal 
show to reach Buffalo housewives. 



PLUS 

Outstanding 5 ond 10 minute 
News and Weather Spots 




Buffalo's FIRST RADIO Station 
Hotel Lafayette 
Buffalo, N. V. 

NBC Basio Affiliate 



Representatives: 
FREE and PETERS 
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The magazine radio & tv advertit » » 

SPONSOR builds on a solid basis. Our polk tui 
issues of tangible value to national advertise' 'nd 
ad agencies— and the advertising will follow, hu 
sense approach to t> and radio trade paper |»lo* 
lias appealed to station advertisers increasing si» 
first issue in November 1946. Today S PON SI "it 
and linage are at an all-time high. And 1 it r 
leaders arc buym of tv and radio advertisin 



Tv shows hit 
peak quickly 



Canada French 
radio is strong 



60% gains for 
itz "I.D" sales 



l(i:i>OI(T TO SI'OVSOHS for 22 An*u«t I»S.1 

( & Onthnu'tl front |><if/<* 2) 

With big new batch of tv shows soon to break for fall, admen are 

focussing on question: "How long before you know if show's a hit?" 

Consensus among advertisers, agencies surveyed by SPONSOR is that you 
can tell from first few shows. (See article page 44.) 

-SR- 

French-Canadians , traditionally loyal to radio, are even more so 
after tv comes into home. Study by International Surveys, published 
in Canadian "Marketing" magazine, shows Montreal tv homes do more 
radio listening than Montreal radio-only homes. Listening increase 
is primarily during day, which is in high demand in Canada on both 
English and French radio. For full details on 1955 Canadian radio, 
tv, see section starting page 51. 

-SR- 

Big money Flow of new quiz shows with spectacular prizes has begun following 
quiz cycle meteoric rise of "$64,000 Question." First is MBS's planned "Quar- 
ter Million Quiz," scheduled for fall start if sold by then. Frizes 
alone, however, aren't secret of a quiz show's success, points out 
Lou Cowan, "$64,000 Question" packager who joined CBS TV as producer- 
idea man last week. It's appe al of c o ntestants chose n which is 
vital, he feels. 

-SR- 

Plan of Katz rep firm to package daytime 10-second "I.D." availa- 
bilities and price them at a flat rate has paid off in nearly 60% 
increase in business on Katz-represented tv outlets. Gain was made 
between March and June. Under Katz plan, stations offer 15 daytime 
"I.D.'s" at cost of 5 at night. Tv Sales Manager Scott Donahue now 
expects a sellout on daytime "shorties" in a few months. 

-SR- 

Radio continues to make rapid growth at level of local advertisers, 
with local business running s ome 12.5% better than last year on 
average, says RAB's Kevin Sweeney. With May and June setting local 
radio sales records, Sweeney predicts ba nner $390,000,000 year at 
grass roots level. Biggest category of local customers, in order: 
auto dealers, grocers, department stores, according to survey. 

-SR- 

Propaganda score of Hearst Advertising Service in listing 174 firms 
who have exited network tv in past 5 years was made, many admen feel, 
with loaded dice. Many firms on list (Bulova, Babbitt, Charles 
Antell, Canada Dry, Max Factor, Hudson Paper, Peter Paul, Ronson, Tea 
Council, etc.) merely moved into spot tv, now spend millions. Many 
others were (a) too small, (b) too regional to keep in step with 
network growth. Biggest laugh-getter on list is General Tire, whose 
General Teleradio is now one of heavyweights of tv broadcasting, tv 
film features (it just bought RKO) and tv syndication. 

-SR- 

Innovation in local-level daytime programing is slated by Philadel- 
phia tv outlet WPTZ. Starting 5 September, station will run syndi- 
cated (by Official) film series "My Little Margie" on 5-day-a-week 
basis. Station believes this is first time former nighttime network 
show has been given daytime strip treatment. 



ladio booms at 
local ad level 



^d.men discount* 
Hearst tv rap 



"Margie" to do 
daytime strip 
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Where's "Monitor" going? 

In a few short weeks NBC's Monitor 
has emerged as the hottest subject in 
radio. Some see it as the most stimu- 
lating thing to happen to network ra- 
dio programing in years. Others are 
convinced Monitor is a danger to the 
medium's economic health. Whether 
you're pro or con. this is not the 
kind of development any adman or 
broadcaster or national rep can ignore. 

Monitor raises so many questions 
for the future of radio, we haven't 
space to note them all. First: How far 
does NBC intend to go with Monitor? 
(At presstime NBC was studying ex- 
pansion of Monitor to weekdays and 
nights.) 

Will one or more competing net- 
works follow suit with similar pro- 
graming on a major scale? And is 
there room for more than one Moni- 
tor? Or is that segment of the audi- 
ence which enjoys a pot pourri of in- 
formation, service and entertainment 



served sufficiently by one such pro- 
gram service? 

The most basic question of all is: 
Will Monitor drain billings which 
might have gone into spot radio to the 
point where stations are hurt finan- 
cially? 

You'll find the debate over the an- 
swers raging hot and heavy this fall 
and while it's the broadcasters and na- 
tional reps who are most directly con- 
cerned over the economic implications, 
in the long run it's the advertisers who 
will be making the most basic deci- 
sions. It will be up to the advertiser 
to decide whether the Monitor pattern 
becomes widespread by the way he 
spends his dollars. 

* * » 

Reminder 2: avoid a muddle 

Since 1952 there's been no measure- 
ment of tv coverage and set counts. 
Now there may be four launched next 
year (not to mention the Census Bu- 
reau project) , as a sponsor article this, 
issue re\eals (page 39), Obviously 
we're headed for a muddle which will 
make the confusion of 1952, when 
there were only two studies (NCS and 
SAMS), look clean-cut by comparison. 

SPONSOR believes the private organi- 
zations planning studies would be ill- 
advised to proceed when NARTB is 
now on the verge of establishing an of- 
ficial industry circulation body — to be 
called Audited Television Circulation 
( ATC) . 

But as we point out in an editorial 
accompanying this issues article on 
the subject, NARTB can do its part in 
preventing the impending muddle by 
ll) moving fast and (2 1 making its 



progress and intent to move aheac 
clear to all (see page 40). 

* * * 

Before you kill that jingle. , 

The phone rang a few weeks age 
and it was an agency man in the Mid 
west calling to ask if sponsor had ever 
done an article on how long you cai 
run a radio jingle. We hadn't recent 
ly so we assigned a reporter to get thi, 
answer. The conclusion that emergec 
after a canvass of some of the bes 
words-and-music craftsmen in the busi 
ness was that a good jingle can be age 
less. 

So this is what we wrote the Mid 
western agency man. 

"You say your client is concernet 
because some of his friends ask hin 
when he's going to change his jingle 
Our advice is that a client's best friend 
may be the worst judges of his adver 
tising. If you have confidence in you 
jingle, if there's no basic copy chang< 
requiring dramatization by a new mu 
sical identification, why change? 

''Radio jingles, because they com 
mand attention, are frequently ma 
Iigned by the people who have a loi 
tolerance for advertising in genera' 
But a jingle does the most for an ar) 
vertiser after it's become establishes 
through long use as his radio trade 
mark. It becomes as much a part o 
a company as its logo in print advei 
tising. Like anything else, howevei 
there are good, bad and indifferen 
jingles. If you're interested in talkin 
to some of the best craftsmen in th 
field, drop us a line and we'll be gla 
to suggest a few names." 

For more on jingles see page 4S 



Applause 



Producer's producer 

Because $64,000 Question is the 
fabulous success it is. you can expect 
to hear of programs proposed in which 
contestants can win anything from the 
Hope diamond to the state of Texas. 
But those who attempt to go Lou 
Cowan's brainwork one better by 
multiplying the boodle, will be missing 
the point Lou grasped with his first big 
hit, the Quiz Kids, 15 years ago. It's 
not the size of the prizes alone that 
makes a quiz show click, it s the peo- 
ple themselves, the human stories 
which unfold naturallv in the attempt 
to win. 



Into each of his programs over the 
years, like Quiz Kids, Stop the Music, 
Down You Go and Conversation, to 
name a few. Lou has put the kind of 
attention to detail in staging and se- 
lection of cast or contestants which 
have given him a reputation as the 
producer's producer. $64,000 Ques- 
tion went through 17 auditions in front 
of live audiences before Lou Cowan 
bad finished polishing the basic idea. 

$64,000 Question has so captured 
front pages and living rooms across 
the nation that many are inclined to 
link his current move over to CBS as 
a producer and idea-generator with the 



success of this one show. But it m 
back in March long before the pr< 
gram started on the air that Bill Pale 
Frank Stanton and Hubbell Robinsc 
began discussing the assignment wit 
Lou Cowan. 

Lou, though he's best known forJi 
successful quiz show formats, hi 
interests as broad as television itsel 
We see him as playing an importai 
role in the battle of ideas waged on tl 
one side by NBC with its whirlwind < 
Pat Weaver-inspired programing ar 
CBS, on the other, now tooling up 
seek to swing the pendulum of excit 
ment back in its direction. 
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SPONSC 



S&C€>^oClN A SERIES OF 

WOW-TV 

ON-THE-AIR SALESMEN 
(Farm Service Director, MAL HANSEN) 



Farmers 



BELIEVE 

MAL HANSEN! 



BECAUSE he has broadcast on Radio WOW 
and WOW-TV daily for ten years. 

BECAUSE he has intimate contacts with all mid- 
western farm organizations and agriculture schools. 

BECAUSE he knows farmers personally. Each 
year he travels 15,000 miles to visit farmers and 
farm gatherings. He is the most sought after 
speaker in midwestern agriculture. 

BECAUSE he is nationally recognized. He is 
past president of the National Association of 
TV and Radio Farm Directors. 
BECAUSE more than a thousand farm folk have 
followed his annual farm study trips, including 
two to Europe. 

BECAUSE he has an expert staff, headed by 
Associate Farm Director Arnold Peterson. 

BECAUSE he is with a Meredith Publishing Co. 

station affiliated with '"Successful Farming" 




magazine. 



MAL HANSEN TELLS AND SELLS 

If you want Believable Mai to sell for you, call 
any Blair TV man or Fred Ebener, WE 3400, Omaha, Nebraska. 




Affiliated with "Better Homes & Gardens" and "Successful Forming" Magazines 
A Meredith Station . . Frank P. Fogarty, Vice Pres. & General Manager. 





NOT THE CHORUS... 




When Adam J. Young Jr. Inc. represents your station, you get 
concentration on YOU exclusively. 

In talking to advertisers, we're not selling a long list of stations — 
we concentrate on YOU and the market YOU serve. 

We represent only 20 top radio stations . . . each in a widely 
separate and distinct market. 

This policy of exclusivity of concentration gets such impressive results 
that we can afford to concentrate on the star . . . not the chorus. 
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ADAM J.YOUNG Jr. 



INCORPOpj 

477 MadBf 1 
New YorWC I 



R A D I O S^T ATION REPRESENTATIVES 

New York' * Boston • Chicago • St. Louis • Los Angeles • San Ft 



